


Los Angeles 
Dublie Library. 


PRINTERS INK. 


A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES: te: tie Flat § STREET, nes, =. 














VoL. VIII. NEW YORK, MaRcH I, 1893. No. 9. 











| THAT’S —s 


Newspaper advertising is the easiest handled, the | 9 
cheapest and most effective of all known methods of = 
creating a demand for one’s goods. ss 

The Philadelphia idea is to “keep everlastingly at | & 
it.” Right good advice, too. But suppose you are = 
pounding your thumb, as it were? Then let up and find | © 
the nail. This illustrates the good, hard horse-sense of | m 
that level-headed pioneer, Davy Crockett, when he said : 2 

> 
“BE SURE YOU’RE RIGHT |= 

—But when you are sure you're right you cannot | § 

hustle too early nor pound too long. & 
N 


A newspaper which has age, commanding influence 
and the confidence of its readers, and which circulates 
among the buying classes, is a strong medium for ad- 
vertisers. 

When such a newspaper leads all others in its ap- 
pointments, enterprise and circulation in the State where 
published, and is moreover backed with abundant capital 
and energy, it must be especially valuable and effective. 

THE SAN FRANCISCO EXAMINER is such a news- 
paper, and its circulation is larger by thousands, posi- 
tively and incontrovertibly, than any other cne, and we 
believe is larger than any other two newspapers west of 
Chicago and St. Louis. 


THEN GO-AHEAD.” 


E. KATZ, Eastern Agent, | “6 = ~e Building, 
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“That more wild one- “sixth of all the 
country readers of the United States are 
reached weekly through the 1450 local 
papers of the Atlantic Coast Lists. 

New England, Middle and Southern 
States—separate or combined. 

One electrotype, one order, does 
the work. 

[! Catalogue upon application. 


{ ao | 
'Syc'"S 


— 
_—— as 


= 





== 


==>) 


J 


== 
So 





Ll —— 








ae 
eel 


i 
t ATLANTIC COAST LISTS, 


134 Leonard Street, New York. 








4a 








JS= 525252525 a 





LT ERE SSR dt 





woe PRES ae 





















2 Ti 


a Rie ray ee eee 


ee 









Vol. VIII. 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


NEW YORK, Marcu 1, 1893. 


No. 9. 





BEAUTY FOR THE MILLION. 
By Fohn H. Woodbury. 


Although I had practiced to some 
extent in New Eng!and, I consider my 
real start as a dermatologist was in 
Albany about fifteen years ago. The 
way in which I became interested in 
the profession was due to my notice 
being attracted to the many people 
who were suffering from moles, 
blotches, pimples and other skin dis- 


department is in a separate building in 
the rear. 

Our average mail runs from 800 to 
1,000 letters a day, and it requires 
eight people to handle it. 

It was about eight years ago when I 
began general advertising, although I 
necessarily commenced in a small way. 
Geo. P. Rowell & Co. took my first 
contract. They recommended Vickery 
& Hill’s publications, and I gave an 
order for eight lines. My opinion of 





eases. The more | 
considered the sub- | 
ject the more I be- 
came convinced that 
there was a cure. I - 
experimented witha 
variety of prepara- 
tions until I struck 
upon the right ones. 
It was naturally 
difficult to secure a 
subject for my ex- 
periments, so I used 
my arm, making 
artificial eruptions 
and trying my prep- 
arations upon them. 
Finding that I was 
outgrowing Albany, 
I came to New 
York, four years 
ago, continuing 
alone for two years, 
when I formed my 
business into an in- 
corporated institu- 
tion. 








= Geo. P. Rowell & 
* | Co’s advice and 
Yickery & Hill's 
mediums is best evi- 
denced by the fact 
that I have been 
with the latter firm 
ever since, and now 
regularly carry a full 
page with them. 
Soon after I be- 
gan general adver- 
tising, and profited 
by the returns. I 
tackled about every- 
thing that came 
along. I soon got 
my eye-teeth cut, 
however, and con- 
fined myself toregu- 
lar publications. 
We are now in 
about all the lead- 
ing monthlies, a 
4} good many week- 
| lies, the principal 
™) dailies of the coun- 








As the general 
public knows, we 
treat all kinds of skin diseases and ir- 
regularities of the features, and sell a 
number of proprietary articles, the 
principal ones being our Facial Soap 
and Dermaform. ‘The latter we sell 
to physicians for use in connection 
with their regular practice. We oc- 
cupy the entire building at No. 125 
West Forty-second street. Our oper- 
ating room is on the first floor, our 
advertising department on the second, 
while our laboratory and mail order 
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try, and in L and 
horse cars. Weare 
gradually getting out of everything ex- 
cept dailies, for I think that no adver- 
tising mediums begin to approximate, 
even, the daily newspapers. 

We trace returns very carefully, and 
think we can tell very nearly just what 
a certain medium is doing for us. 
When we go into a publication for the 
first time we give our address at a dif- 
ferent number of the street, and by 
this means we can tell just what me- 
dium the writer saw our ad in. We 












have daily sheets containing a list of 
all the publications we are in, against 
which we check off all replies they 
bring us. 

Last year we invested $75,000 in 
advertising, and this year the amount 
will be double; in fact, our contracts 
for the present year nearly amount to 
$150,000. Among the publications 
from which we receive the best returns 
are Vickery & Hill’s Lists, the De- 
lineator, Cincinnati Post, Youth's Com- 
panion, and Philadelphia Record. 

We cover the United States pretty 
thoroughly, but do not patronize 
foreign publications. We get replies 
from such remote places as Rangoon, 
Hong Kong, Yokohama, and Sand- 
wich Islands, and a number from Spain 
and Spanish speaking countries. 

We place our advertising through 
agents as a rule, although we plan 
many large contracts direct. 

We get letters from all kinds of 
people from all over the world. I 
suppose our experience in receiving 
letters from people who have but a 
vague idea of our business is similar 
to that of all large firms who have a 
big mail order department. Some of 
our communications are very amusing. 
We received a letter recently from a 
young lady in Long Island who stated 
that her legs were too long for her 
body, and inquiring whether we could 
increase the length of her body or de- 
crease that of her lower limbs. 

Another young woman up near Bos- 
ton, wrote she was 5 feet 6% inches 
tall and engaged to a man 5 feet 4 
inches short, and wanted us to ar- 
range matters so their heights could be 
averaged. 

Recently we received a glowing 
testimonial from a lady whose skin we 
had improved and whose features we 
had made more regular. She wrote 
that she was so pleased at being made 
handsome when she had become recon- 
ciled to being homely all her life, that 
she was afraid she would die, and in- 
quired if we had some medicine that 
would prolong her existence. 

Of course we hear a lot from the 
germs crank who thinks he can advise 
us, and also write ads better than any 
one else. Their letters are curiosities. 
One we recently received, very verbose 
and full of misspelled words, con- 
tained a four-line alleged verse with in- 
structions to remit the price, $500, by 
return mail ina registered letter. 

Our trade-mark has received con- 
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siderable criticism; one little girl 
called it a man with his head cut off. 
It may not be particularly attractive to 
some but attracts attention, and causes 
our ads to be read, and that is the 
principal point we aim at. 


One of Dr. Woodbury’s Recent 
Advertisements. 








HAUNTED BY AN ADVERTISEMENT. 


Bow Macy People Have Ever Bere Haunted 
by an Adverusement# 


The particular ad that haunts me Is one con- 
taining the picture of & man's face It base 
Gruesome effect. as there is no neck visibly at- 
tached to the bead. This face persists in got- 
ting ia front of mo and staring at ns, no mat- 


advertising pages of a m 
tine, that face will be the Oret thing to meet 
wyevye On thastreet and in my dreams 
face stands out before me. and! often imagine 
Tean cee it on walls and fences where lam 





IN) 


WHO IS IT?—Ada 
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ELEVATED RAILROAD ADVERTIS- 
ING. 


‘By “ Speedland.”’ 


In last week’s issue of PRINTERS’ 
InK I gave some information about 
elevated railroad advertising, prices of 
car spaces, station bulletins, etc. This 
time I will give specimens of the ad- 
vertisements used by the various ad- 
vertisers, 

The sation signs are mostly conven- 
tional notices, and, therefore, of no 
particular interest ; but the car signs 
vary a great deal and afford food for 
reflection. 

The gentleman from whose marvel- 



































lous think-tank the Fair and Square 
Ribbon ads emanate, is experimenting 
with the English language, and uses 
illustrations with his text. Here is a 
specimen of his verbal orchids : ‘“ The 
moon attracts the girls on account of 
a gentleman said to reside there. 
‘Fair and Square’ Ribbon will make 
any girl attractive.” 

Brill Bros, use the Sixth avenue line, 
and have dropped into poetry, or rather 
rhymed recklessness. They use very 
bold type and this is one of their 
spasms : 





The wd a baker, the doctor, 
the Qua’ 

All say the ~% Brill is the finest shoe- 
maker, 





L 





Seen the whole length of the car are 
the ads of Bromo-Caffeine, written b 
** heroic, stoic Baker, the sententious.” 
One is ‘*‘ For that splitting headache 
after shopping, use Bromo-Caffeine.” 
Bromo-Selzer has also made its ap- 
pearance in the cars, and uses the same 
sort of an ad. In the language of 
Solomon, ‘‘ There never was a medium 
so carefully tended, but a competitor 
came there,” 

Walter Baker & Co. have had their 
ad in the car ends, lo! these many 
years, and it is as unchangeable and 
almost as silent as the Sphinx. The 
ad is the picture of the variegated 
woman, with a look of melancholy sur- 


prise on her face, because the cocoa is 


rapidly getting cold and no one will 
take it. She has staying qualities, 
however, and obstinately holds up a 
billiard table, on which are an Etruscan 
tear jug and a tumbler of Schnapps. 

Other car-end spaces are cultivated 
by Chas. Le Bihan, the umbrella man, 
who says that since he put his ad in 
the ‘*‘ L” cars, it has ceased to rain in 
New York; Hostetter, who sells bit- 
ters or runs a livery stable, and the 
Admiral. The latter uses questions 
and tepid pungencies. 





Permit me to introduce the Ad- 
miral, the new cigarette. 





The introduction costs five cents, 
but this is not stated. 

Kissengen Water is also at the end 
of the car, high up, and can be seen 
very distinctly, on a clear day, with a 
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good telescope. Mr. Garrett P. Ser- 
viss telis me that one of the ads runs 
like Schiaparelli’s canals, and reads: 
‘* Sparkling with life, as effervescent 
as champagne — Saratoga Kissingen 
Water.” 

The Relief Dress Clasp has a gleam- 
ing placard—a sun and sand effect in 
yellow and black that is conspicuous, 
It is not often that one sees a butcher 
advertising, but P. Gomprecht’s Sons 
are out witha blue and white sign: 
‘*Our meats are extra well hung, to 
insure their being tender. Goods 
shipped throughout the U.S.” The 
olian Co. is making good use of its 
space by using portraits of eminent 
musicians and brief testimonials from 
them in bold black and white. Thus 
Patrick Gilmore says: ‘* The AZolian 
will bring into the home a class of 
music rarely listened to except in the 
concert or at the theatre.” 

Hodgman’s Mackintoshes are dis- 
played on strong silhouette figures of 
women, men and boys. Household 
Ammonia has been advertised for some 
time, and one of the sentences runs: 
‘Use this ammonia liberally in the 
bath.” Sandpaper can also be recom- 
mended for this purpose. 

Woodbury’s phrenological chart is 
shown in connection with various re- 
marks, which are striking and prob- 
ably good ads, although some of them 
are vulgar and tend to cheapen his 
business : 





Take those pimples off your face for 
the sake of those sitting next to you 
in the car. 








Another not so bad is apparently 
addressed to politicians, and the re- 
frain is: ‘‘ The red veins in your nose 
do not need to be cut out. John H. 
Woodbury can cure them in one min- 
ute.” It is stated that upon the ap- 
pearance of this ad Mr. Woodbury’s 
parlor in Forty-second street looked 
like a Tammany caucus. 

Mr. Wolstan Dixey is the poet lau- 
reate of the L road, and has wrestled 
with the muse and burned the midnight 
oil for the Waterbury Watch. Here 
are some of his flights of genius : 
Remember the fate of the man Ananias, 

Who ay t tell truth ’cause his tongue was 
cut 

Don’t tell wrong time by a watch that’s 
decciving, 

There’s one you will always be safe in 
believing. th he Quick-Winding Waterbury. 
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Prose is also indulged in by this 
eclipser of Tennyson, and here’s a 
sample: ‘‘ Moses! Do you know 
Moses? He’s dead now; so’s the old 
long spring. It’snow the Quick-Wind- 
ing Waterbury. Winds in five sec- 
onds.” 

The Hecker-Jones-Jewell Milling 
Co., which is industriously following in 
the advertising footsteps of H.-O. and 
the Sweet Clover Publishing Co., care- 
fully imitates the latter in its car adver- 
tising also, using the same sort of 
placard type and matter. One of the 
ads runs like a two-dollar watch : 

Tick, tock, tick tock, 

The seconds are rapidly flecting, 

A minute more, a minute more, 

And Hecker’s Buckwheat will be ready for 
eating. 

Such poetry as this is largely respon- 
sible for the intemperance of New 
York. 

Macbeth & Co., of Pittsburg, also 
use an end display, and say unpleasant 
things about brittle lamp chimneys, 
said unpleasant things being startingly 
reminiscent of George Francis Train’s 
rhinestones of wisdom. Here is one: 





That’s right; be an American; 
hang on the ee and buy lamp 
chimneys which break, Pearl top 
chimneys do not break. 





To show what pretty and novel dis- 
plays can be made, comes the dainty 
advertisement of the new perfume, 
Japonita. This ad is in green, gold 
and white, and, while really artistic, is 
particularly suited for a perfume ad. 
Another perfume is advertised on the 
‘*L,” in commonplace style, the 4-1I- 
44 Cologne. 

One thinks of Mr. Jack Bunsby 
now, and a Bromo-Caffeine car ad flits 
by. ‘* Head-workers have headaches. 
They need Bromo Caffeine.” 








‘* You must Jove your goods to sell 
them best,” said a famous merchant in 
my hearing. There you have it! The 
man who loves his goods—not as a 
miser, but as a merchant—cav sell 
them. He can sell them over the 
counter or through the paper. Sup- 
pose his sentences ave crude, and un- 
grammatical, even. That don’t count. 
He talks from conviction. He is in 
earnest. His belief kindles yours. 
What more can talking do? What 
more can advertising do?—J/, M. 
Gillam, 


A TYPICAL CASE, 


~ Foster & WALDo, 
Wholesale and Retail Dealers in 
Pianos and Organs. 
MINNEAPOLIS, Minn., Jan. 25, 1893. 
Editor of Printers’ Ink: 

I herewith enclose samples of our advertise- 
ments which have appeared in our local pa- 
pers the t year. Being actuated by the 
desire to know whether they are good, bad or 
indifferent, I have taken the liberty to ask 
your candid opinion of same. I have written, 
not in the hope of possibly —s ~ efforts 

raised, but that [ may be benefited by the 
Coosteies of their weak points. It might be 
well to state the amount of advertising done, 
methods of doing business, and what hasbeen 
accomplished. 

€ use a two-inch double-column (same as 
samples sent). It appears every day. We 
have a special position—reading matter on 
two sides. We change nearly every day. The 
samples sent are alternated with a list of bar- 
gains we happen to have on hand (one or two 
samples of which we send), 

e live up to our advertisements to the 
letter. Our methods of doing business are 
exactly as they appear in our announcements, 
We deal only in facts. We have the one 
thing to advertise— pianos, You will probably 
notice we have made a departure from all 
other dealers in our line, inasmuch as we do 
not advertise certain pianos or try to impress 
the superiority of certain makes. We simply 
sell pianos, and in our ads aim to build up our 
reputation for selling standard makes, square 
dealings and our ability to benefit the pur- 
chaser, rather than try what seems to us to 
make capital for the manufacturer by adver- 
tising the name of his piano. 

From a business of fifty pianos per year, 
three years ago, we have built up a business 
to-day of over 500 per year. Our increase in 
business last year over the preceding one was 
Over Too per cent, 

I attend to the advertising and have charge 
of the sales department. What I know, if 
anything, about advertising, I am greatly in- 
debted to Printers’ Ink, having been a con- 
stant reader for the past three years. If my 
amateur efforts are bad or indifferent, if I am 
in a rut or the style is faulty, I am anxious to 
knowit, How to improve is the object of my 
writing to you; hence do not hesitate to criti- 
cise. Yours respectfully, R. O. Foster. 


Mr. Foster’s case strikes us as being 
typical of the average retailer who ad- 
vertises. He differs, perhaps, from 
others in that he has buta single article 
to offer the public; still there are 
different makes of that article of vary- 
ing degrees of merit and price, and for 
advertising purposes the case is prac- 
tically the same as that of the furnit- 
ure or clothing dealer. He is not a 
manufacturer, and therefore finds no 
advantage in pushing to the front the 
name and trade-mark of any special 
make. The whole force of Mr. Fos- 
ter’s advertising is bent upon connect- 
ing his store in the public mind with 
pianos, so that when any person in 
Minneapolis wants to buy a piano, his 
first idea will be to go to Foster & 
Waldo, 




















But the batch of advertisements 
submitted (a few of which have been 
selected for reproduction) show a 
deeper purpose than even this. They 
also strive to create a desire on the 
part of persons without pianos to own 
one. Thus in one advertisement is 
emphasized the brightening and re- 
fining influences of music in the home, 
and it is shown that a piano will make 
home life happier and cheerier. 
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Still another advertisement points 
out to parents with a family growing 
up that a piano will entertain the 
young folks and keep them at home. 

This appeals to the anxious mother 
who realizes that her boys and girls 
find the home life dull and seek enter- 
tainment elsewhere. What sacrifices 
will she not make to accomplish so 
desirable an end as the advertisement 
intimates ? 
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OUR ABILITY TO SAVE YOU MONEY 
ON APIANO. HUNDREDS HAVE SEEN 
BENEPITED BY A KNOWLEDGE OP 
THIS FACT. WHY NOT YOU? PINEST 
NEW PIANOS SOLD ON MONTHLY IN- 
STALLMENTS OF $10. NSW PLANOS 

R RENT. ONE YEAR'S RENTAL Alr 
LOWED IP PURCUASED. 


FOSTER & WALDO, © S:ccc8 Fics * 
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Another demonstrates that music is 
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This phase of the subject has been 





nowadays a necessary part of educa- well covered, but another of equal im- 
tion—many people of small means but portance appears to have been com- 
intellectual attainments are without paratively overlooked. A large number 
pianos and they are made to feel the of people who buy pianos seek to re-» 
deficiency. Then when it is pointed place instruments that have worn out 
out to them how cheaply it is possible and reached the ‘‘tin-pan” stage of 
to buy a piano on the installment plan existence. It would be a good idea to 


(only $10 a month) the customer is direct some forcible ads at this class of 
almost made, 


people; state the terms on which old 















| 
| 


Ao ener em 


312 





pianos are exchanged for new (if at all) 
and the disadvantages of having an old 
instrument about. 

The position of Mr. Foster's adver- 
tisements (next to reading matter on 
two sides) could hardly be improved. 
But the size (twice as broad as long) is 
of rather awkward proportions for 
good display. The same space in 
single column would give better re- 
sults, but there is undoubtedly a con- 
spicuousness that comes from breaking 
column rules, and many papers recog- 
nize this by making an extra charge for 
such display. Mr. Foster has ad- 
opted the wisest course by placing a 
border around ail of his announce- 
ments, thus causing them to stand out 
in bold relief. The constant changing 
of borders from day to day is also a 
good feature, and other retailers would 
find it a good example to follow. 

The arrangement of display lines is 
in general commendable. The princi- 
pal objection is that in the effort to 
secure unique effect, too large a pro- 
portion of the space is occupied, thus 
necessitating the setting of the body 
matter in a small size of type. Par- 
ticularly for double column advertise- 
ments a large body type is desirable; 
otherwise the eye does not readily 
follow the long lines and take in the 
meaning. 

But these points are all more or less 
incidental. Mr. Foster’s main point is 
how can the matter of his advertise- 
ments be improved? Our advice 
would be to give more real information 
about pianos—to point out what a pur- 
chaser should seek to secure and what 
to avoid in buying a new instrument— 
in short, to answer the sort of ques- 
tions that the customer would be 
likely to ask if he were actually in the 
store: a good tone is one of the first 
things thought of—what parts of a 
piano assure the sweet singing tone, 
and where weak points are to be looked 
for ; the value of aclear treble capable 
of producing prolonged notes; the 
relation of the hammers to the dura- 
bility of an instrument ; the import- 
ance of a responsive key action and of 
noiseless pedals. The object of every 
dealer doing a straightforward, legiti- 
mate business should be to make his 


-customers better judges of quality. 


The man who has been made intelli- 
gent on a certain subject is a more ap- 
preciative buyer and is more apt to 
want the finest grade. One of the 
best piano advertisements that we 
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have seen is a little primer, entitled 
**An Honest Piano.” It is issued by 
Wing & Son, 245 Broadway, New 
York, and contains just the sort of in- 
formation outlined above. The in- 
tending buyer, ignorant of what con- 
stitutes value in a piano, is giving sug- 
gestive points and naturally feels con- 
fidence in his instructor, ‘The point is 
well illustrated in the following para- 
graphs from the Wing pamphlet : 

The hammers are the secret of tone ina 
piano. That will be sweet and mellow as long 
as the hammers keep their elasticity. When 
that is gone the tone is gone and no amount 
of tuning can restore it. Then come those 
distressing ** tin-ny”’ noises, which sound as if 
some one was trying to play on a bread-pan, 
No doubt you have often heard this effect 
without knowing its cause. 

It wasthe hammers, Their felt coverings 
had become matted down or “ calloused,”’ as 
it might be called, by continual striking against 
the strings. No help for it. Impossible to 
prevent this result by any of the ordinary 
methods of making piano hammers. 

That Mr. Foster has been doing 
good advertising we think is sufficiently 
demonstrated by the results as he de- 
scribes them. Perhaps this has been due 
in large part to his persistency in giv- 
ing the greatest conspicuousness to the 
thing he has for sale. In nine-tenths 
of his announcements pains have been 
taken to give the word ‘‘ Piano” the 
greatest prominence. It appears in 
various combinations but always in a 
position where it will strike the eye 
and capture the attention of the man 
who is contemplating the purchase of 
an instrument. There is “no sailing 
under false colors,” and in the writer’s 
opinion directness in advertising is of 
far greater importance than ‘‘ smart- 
ness.” As some one has already ob- 
served, it is much better to advertise to 
sell goods than to tickle the fancy of 
the so-called expert. 
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THE ADVERTISING OF SUBUR- 
BAN LOTS 


‘By F. B. Brooks, 
Advertising Manager of Sherman Park. 


When we started in business, just 
two years ago lacking a month, I was 
naturally besieged by the ubiquitous 
advertising man. 

So many alluring ways and means 
were offered that at first 1 was at a loss 
which to accept and which to reject, 
for we could not use them all, by any 
means, 

Finally, I decided to use the local 
newspapers, L roads and L stations. 

We also had large cards, with an 
illustration of a building, or view, at 
Sherman Park, well displayed about 
town in prominent public places— 
usually waiting rooms and hotel read- 
ing rooms and offices. Some of the 
cards that were in the L cars and sta- 
tions also contained illustrations, and 
I tried to have all of them briefly and 
tersely worded. 

Our newspaper advertising is, and 
always has been, confined to the local 
papers. We use display ads and al- 
most invariably with a cut. <A goodly 
portion of my appropriation goes into 
reading notices, but I can safely say 
that we spend more money for display 
ads than for all other forms of adver- 
tising combined. 

The cuts which accompany our dis- 
play ads illustrate timely topics of the 
day—such as Cleveland's election, the 
record made with the pneumatic-tired 
sulky, the invasion of cholera, etc., 
etc. I am satisfied that these cuts ac- 
companying our display ads make 
them far more valuable than they 
would be without the illustrations. I 
am assured of this, because we can 
easily trace returns by our correspond- 


eA Sherman Park Cartoon. 
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ence. We have received thousands of 
letters asking for circulars, in which 
the writers specified the advertisement 
which attracted their attention. It is 
somewhat strange, at least to me, that 
the pictures illustrating sporting events 
create the most notice, and we find 
more of them enclosed in letters than 
any other class. 

Advertising by means of novelties 
seems to be gaining in popularity, but 
we have not found it profitable. Such 
novelties as pocket-books, knives and 
rulers are eagerly accepted, but not by 
the class that we desire to reach. 
They may be valuable to some busi- 
nesses, but I am satisfied that they are 
not valuable adjuncts to the real estate 
line. 

As we sell our lots on the install- 
ment plan, it is my policy to reach 
that class of bread winners who are 
family men, 

In this connection we have found a 
valuable adjunct in the shape of enter- 
tainments. They consist of a musical 
and literary programme, given in a 
public hall, and incidentally we have a 
number of views of sights and scenes 
at Sherman Park thrown on a screen 
from a stereopticon. The family man, 
his wife and children, are invited, and 
are admitted by a free ticket, which 
can be had on application at our office. 
They are entertained and amused, and 
if the stereopticon pictures interest 
them they wish to visit the park, 
which they can do by means of our 
free passes. 

A large proportion of people who 
are thus interested turn out to be 
customers. 

These forms cover about all the ad- 
vertising that we do, or intend to do. 
We are now spending at the rate of 
$75,000 a year for advertising. Of 
this sum probably $40,000 goes for 
display ads. Since we started in busi- 
ness we have spent about $125,000 in 
advertising, and have sold $1,200,000 
worth of lots. 

Of course we have many expenses, 
but our advertising has done our busi- 
ness for us, and at the rate of Io per 
cent commission (gross) on goods sold, 
and this is satisfactory to us. 





NAMING new goods, pointing out 
novelties, foreshadowing fashions, tell- 
ing of improved housekeeping helps 
and conveniences are what give 
strength to store talk.—d/. M. Gil- 


lam, 
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THE PUBLISHERS’ CONVENTION. 





The American Newspaper Publish- 
ers’ Association held its convention 
this year behind closed doors. It is 
understood, however, that less atten- 
tion than usual was paid to the subject 
of advertising, and more to the me- 
chanical department, the members, no 
doubt, realizing the futility of passing 
resolutions governing the conduct of 
papers published under varying condi- 
tions. The case of PRINTERS’ INK 
and the Post-Office came up for 
discussion, and general sympathy 
was expressed for the paper. A res- 
olution was passed making it the sense 
of the convention 
that when a paper 
has been unjustly 
excluded from the 
second-class mails, 
there should be 
some means of se- 
curing legal re- 
dress. 

The following 
board of officers 
was elected to 
serve during the 
ensuing year : 

President, James 
W. Scott, Chicago 


Herald ; Vice- 
President E. H. 
Woods, Boston 
Herald ; Secre- 


tary, William Cul- 
len Bryant, Brook- 
lyn Zimes ; Treas- 





New York Mail and Express ; J. 
Sterling Morton, who had just accepted 
a portfolio in Mr, Cleveland’s cabinet ; 
President Dodge, of the Mergen- 
thaler typesetting machine company 
and J. E. Barrett, Scranton 7ruth. 
Recitations were given by Eugene 
Field and Joe Kerr. At the close 
a vote of thanks was passed to Col. 
Scott. The speeches dealt very little 
with advertising matters, but were 
mostly of a general character. 

To fill the place of the late Col. L. 
L. Morgan, Mr. W. C. Bryant was 
appointed general manager of the 
New York office of the association. 

Among the pub.ishers attending the 
convention and 
dinner were the 
following : C. M. 
Palmer, San Fran- 
cisco Examiner ; 
Andrew J. Aikens, 
Milwaukee Lven- 
ing Wisconsin ; 
Chas. H. Taylor, 
Jr., Boston Globe ; 
H. H. Kohlsaat, 
Chicago Inter- 
Ocean ; Victor F. 
Lawson, Chicago 
News ; Major W. 
J. Richards, In- 
dianapolis News ; 
E. M. Hoopes, 
Wilmington 
News ; Lewis Ba- 
ker, St. Paul Glode; 
Thomas D. Tay- 
lor, Memphis 4/- 


urer, T. S. Sey- peal - Avalanche ; 
mour, New York Dell Keizer, To- 

ee > ° ' . ; . 
Evening f ti Wittram CuL_en Bryant, peka ¢ api tel 4 
Executive Com- : é Fred. J. Grant, 

ittee S H The newly appointed General Manager of the Pittst 4 a 

mittee, *\,,.-,* American Newspaper Publishers’ Association, + ttsburg: ad 
Kauffmann, W ash- , patch ; Carter H. 
ington Star; Frederick Driscoll, St. Harrison, Jr., Chicago 7Zimes ; 


Paul Pioneer Press; J. A. Butler, 
Buffalo News; C. H. Knapp, St. 


Louis Republic; Milton A. McRae, press ; E. H. Butler, Buffalo Mews 


Cincinnati Pos?. 

The annual dinner was given at the 
Hotel Imperial on Friday evening, 
February 17. President Scott pre- 
sided, with St. Clair McKelway, edi- 
tor of the Brooklyn Zag/e, on his 
right and Stephen J. O’Meara, of the 
Boston Yournal, on his left. Speeches 
were made by these gentlemen, and 
also by the following : Clark Howell, 
of the Atlanta Constitution, Geo. P. 
Rowell, Rufus N. Rhodes, Birming- 
ham (Ala.) Mews; A. B. De Freece, 


Robert Ansley, Chicago Lvening 
Post; H. C. Vortriede, Toledo £x- 
A. Stuart, ‘Toledo Bee; L. E. 
Holden, Cleveland Plaindealer ; 
F. B. Whitney, Boston 7ranscripft ; 
Marshal Halstead, Cincinnati Commer- 
cial Gazette ; James Elverson, Phila- 
delphia Jnguirer ; J. P. Dampman, 
Reading Herald; George C. Hitt, 
Indianapolis Yournal ; G. Thompson, 
St. Paul Dispatch ; L. Swift, Minne- 
apolis Yournal; J. S. Macartney, 
Philadelphia Record ; E. Wallace Os- 
borne, Cleveland Press; H. M. 
Young, St. Louis Chronicle; J. R. 
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Wilson, Chicago Yournal ; J. L. Wat- 
son and D. D. Bryan, Houston Post ; 
Fred Whiting, Boston Herald ; P. C. 
Boyle, Oil City Derrick ; J. H. Far- 
rell, Albany Union; F. P. Chapin, 
Toledo Bee ; W. H. Seif, Pittsburgh 
Press; F. B. Noyes, Washington 
Star ; Major J. K. Pangborn, New 
Jersey Journal; A. S, Pease, Boston 
Globe; Adolph Ochs, Chattanooga 
Zimes ; John S. Baldwin, Worcester 
Spy; E. M. Hoopes, Philadelphia 
Call; M. E. Mudgett, Bangor Com- 
mercial ; J. A. Dear, Jersey City 
Fournal ; R. B. Davenport, New 
Haven News ; Arthur Jenkins, Syra- 
cuse Herald ; Julius Schneider, Joliet 
News ; J. B. Covington, New Haven 
Fournal; T. T. Stockton, Jackson- 
ville Zimes-Union; C. N. Greig, 
Chicago Jnter-Ocean ; O. S. Hersh- 
man, Pittsburgh Chronicle- Telegram. 

The ‘‘ specials ” were also well rep- 
resented, the following being only a 
partial list of those present at the din- 
ner: A, Frank Richardson, C. J. 
Billson, Geo. E. Randall, Perry 
Lukens, Jr., A. H. Siegfried, S. C. 
Williams, S. S. Vreeland, Wallace G. 
Brooke, R. A. Craig, C. H. Eddy, 
LB. Eiker, Roy V. Somerville, J. E. 
Van Doren, L. H. Crall, Hugh W. 
Montgomery, D. J. Kelley, W. E. 
Scott, J. D. Lorentz. 

Advertisers were represented by 
Brent Good, Dr. Schenck and John H. 
Woodbury. 





_ 


THE ADVERTISING OF HILTON’S 
SPECIFICS. 





The bold and striking advertising 
that has been done lately in some of 
the New York papers by the proprie- 
tors of Hilton’s Specifics has excited 
interest among advertising men in this 
new medicine. Comment has hereto- 
fore been made in PRINTERS’ INK 
upon the reading notices that appeared 
on the first page of the Sw, and the 
discussion has been extended in the 
columns of other journals. With a 
view to finding out what had been the 
results of this novel advertising, a rep- 
resentative of PRINTERS’ INK called 
upon Chas. N. Crittenton, the whole- 
sale druggist, who was mentioned in 
some of the advertising as sales agent. 
He makes the following report : 


Mr. Wells, of Chas, N. Crittenton's, told 
me that Hilton’s Specifics were selling ex- 
tremely well, due to the large and unique 
advertising done in the New York papers. 
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** We have sold about fifty gross already,” 
said Mr, Wells, at $54 a gross, and the boom 
does not seem a temporary one, but the sale 
keeps steady and large. Of course, other 
houses sold the goods, too, so take it alto- 
gether, the sales must have been very satis- 
factory, The name of our house was men- 
tioned in some of the advertising. We have 
a big sale for these specifics down East, where 
they have also been advertised.” 

From other sources were gleaned 
the following facts regarding the past 
history of Mr. Hilton and his rem- 
edies : 

George W. Hilton, the proprietor of 
Hilton’s Specifics, started, some five 
years ago, to manufacture his Specific 
No. 1, an internal corn cure. He 
came on to New York, and persuaded 
a large jobber to buy three dozen, 
Hie used to drop in every day after 
that to see if they had been sold, and 
then, during the grip epidemic, put 
out specifics for that maiady. 

Mr. Hilton’s factory and residence 
are at Lowell, Mass., and he puts up 
specifics, numbered from I to 14. 
His goods have been sold and adver- 
tised in Boston and the East for some 
three years, and his advent in New 
York has been made during the past 


T. six months. 


Hilton’s Specifics are put up and 
patterned very much after Humphrey's 
Specifics, and the Humphrey’s Medi- 
cine Co. has brought suit for infringe- 
ment of trade-marks, as expressed by 
the numbers. Dr. Humphrey has 
used these numbers for forty years, 
and claims them as his trade-marks. 
The case is soon to be tried before the 
New York Supreme Court. 

Regarding the advertising of Hil- 
ton’s Specifics in the New York Sun, 
the following is obtained from a relia- 
ble source: The Hilton ads appeared 
as readers on the first page of the 
Sun, and Mr. Frank B. Stevens, who 
placed the advertising, was told that 
he might run them at the usual rates 
charged for small readers on the first 
page— $2.50 per line. This was 
strongly objected to at first by many 
in the Sun office, Mr. Laffan among 
others, and the first advertisement cost 
some $1,200. Now, the advertising 
is stopped, it is said, by order of 
Mr. Dana, and no large front page 
space is to be let. 

I inquired among several medicine 
houses and retail druggists in New 
York and Brooklyn, and find that 
while the Hilton’s medicines’ sales 
have been fairly good, they are noth- 
ing like what is currently supposed, 
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NO SLUR INTENDED. 


Editor of Prixtrexs’ Ink: 

It was a very early and very able 
propounder of aphorisms who called 
attention to the great matter that a 
little fire may kindle. 

A good while ago, in what was sup- 
posed to be a spirit of pleasantry, the 
jingle which appears below was writ- 
ten. There was no thought of its being 
an able jingle. It was intended to 
agreeably excite the sense of rhythm ; 
to make an ephemeral appeal to the 
jocose instincts of the reader, if he had 
any, and to be promptly forgotten. In 
its forgetableness was to lie its chief 
recommendation. But this little meas- 
ure, warranted to contain only chaff, is 
subjected to close scrutiny, and evi- 
dences of fraud are detected. What 
looks like a grain of wheat is discov- 
ered ! 

A copy of esteemed PRINTERS’ INK 
contains the following : 


He reads some fair, alluring page, 
Expecting to be made the wiser, 
And finds himself, with honest rage, 
The dupe of some keen advertiser. 
— Washington Star. 
But that style of advertising is rapidly going 
out of date. The advertiser finds in the end 
that plain statement of tacts serves his pur- 
pose best, t the advertisement be attrac- 
—— worded, humorously illustrated, new or 
novel in its get-up; but it doesn’t pay to try 
and palm something off for what it is not on 
the wide-awake newspaper readers of the 
day.—Mans/field (O.) News. 

The first commentator receives a 
prompt and hearty second from the 
Atlanta Constitution, which says: 

Referring to a squib in the Washington 
Star, concerning deceptive advertising, an 
Ohio contemporary says : os 

** But that style of advertising is rapidly go 
ing out of date. The advertiser finds in the 
end that plain statement of facts serves his 
purpose best. Let the advertisement be at- 
tractively worded, humorously illustrated, 
new or novel in its get-up ; but it doesn’t pay 
to try and palm something off for what it is 
not on the wide-awake newspaper readers of 
the day.” 

This is a great business truth stated in very 
conservative terms. The man who would fool 
the reader of his advertisement would fool a 


pure * 

It is a good thing that this style of adver- 
tising is going out. Even a dishonest mer- 
chant should know that honesty is the best 
policy. If a business man, without that vir- 
tue, will force himself to tell the truth about 

is goods when he advertises them, he wiil 
find that it pays in the long run. Newspaper 
readers very soon find out whether it is safe 
to trust certain advertisers, and they mentally 
blacklist the untruthful ones and give their 
ane to those who have kept faith with 
them. 

Truth pays in advertising, and, better than 
all, it is the right thing at all times aud in all 


places. 
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These are excellent sermons, and the 
original paragraph might be proud of 
the full credit of having inspired them. 
But it doesn’t deserve it. 

The rhyme was nothing but a com- 
ment upon the clever way in which ad- 
vertisers present their ideas to the 
public so as to make sure of their be- 
ing read. Who has not perused with 
halting breath the fiction about a hor- 
tible family strife, which was about to 
terminate in carnage, when some one 
appeared on the scene and quelled the 
excitement by giving the belligerent 
soothing draughts from a bottle of 
Pluckington’s Assafcedita Bitters? 
Who has not seen the bit of verse 
that looked as if it had been culled 
from one of Locker’s or Bunner’s 
daintiest poems, to find at last that he 
has been merely waltzing along to the 
information that something or other is 
a first-class tooth preparation. There 
is nothing illegitimate in all this. But 
it is unquestionably disquieting to any 
one who doesn’t want his nerves built 
up, and who is entirely content with 
his present dental arrangements. The 
information may prove desirable enough 
in theend ; but it isn’t what the reader 
wasafter. The ad constructor has ad- 
ministered his dose, and its effective- 
ness in no way depends on whether the 
patient likes it or not. 

What was intended to be a tribute 
to the abilities of modern advertisers is 
presented as an assertion that Ananias 
is stalking impudently through our 
commercial circles. 

I never said any such thing. I don’t 
know whether he is or not. 

PHILANDER C, JOHNSON. 
i 

A CALIFORNIA tailor rejoices in the 
name of Dam. He has discovered 
that it has an advertising value, and 
although most men abhor a pun or 
joke upon their surname he is quite 
willing to turn it to account and prints 
in the local paper the following an- 
nouncement, which at first sight ap- 
pears decidedly profane : 











YOU MAY 
DAM 
YOUR TAILOR, 


BUT YOU WON'T 


DAM 
DAS 


TRY HIM. 
__1162 BROADWAY, OAKLAND. 
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WILL ADVERTISING, UNASSISTED, SELL 
GOODS? 


Cuicaco, February 18, 1893. 
Editor of Printers’ Ink: 

“ An anxious Inquirer” who writes in your 
issue of pew 4 8, page 219, probably de- 
pended too much on advertising, which is 
probably worse than trying to do without it 
altogether. . 

l imagine that if, when he started the ad- 
vertising, he had also placed a good salesman 
in Kansas City, and stocked the wholesale 
drug houses, “‘ O, S.”’ if necessary, and then 
pushed the retail trade regularly and system- 
atically, getting orders, if for only one box, or 
bottle, or package, his experience might have 
been different. 

Orders from the retailer could (and should) 
be turned in to the wholesale house that the 
retailer regularly deals with. Show cards 
should be left with him, and if possible placed 
by the salesman where they would be seen. 

Talk of the advertising you are doing. Con- 
vince the dealer that it will produce a de- 
mand. Try to get him to place the article 
itself in a conspicuous place on his show-case, 
instead of on a back shelf. 

People who read an ad of something new, 
never again think cf the article till it is brought 
to their attention in some other manner. 

If they can read of it in their newspaper, 
and afterward see a circular or pamphlet, giv- 
ing fuller particulars—then see a sign in the 
cars or on a dead wall—a placard in a store 
window, and the article itself on the show-case 
in the store, they may at least begin to con- 
sider the advisability of sending for a free 
sample, 

Advertisers tell me that their salesmen can 
follow up advertising and usually effect good 
outright sales to retailers, even with a new 
article, on the strength of the advertising they 
are doing. 

If the article is bought and paid for, it is 
apt to be pushed; and if of sufficient merit, 
future sales should be assured. But I haven't 
much faith in advertising, all by itself. 

All this, understand, is from a man who has 
never been ‘“‘through the mill,” and whose 
experience with advertising has mostly been in 
advising others to put their money (through 
him), to secure absolute best results on Gun- 
ning's bulletin boards and walls. 

Sam W. Hoke. 

P. S.—Can the trouble be that ‘ Anxious 
Inquirer’s’’ previous experiences have also 
been those of adviser, rather than advertiser? 





RACING ADS TABOOED. 
Fron the Boston Weekly Journalist. 

The Chicago /nter-Ocean, which is waging 
war on race-track pool selling, took a radical 
step the other morning when it declared that 
it should no longer print the advertisements 
nor the accounts of winter racing on the two 
tracks near Chicago, That there is a news 
demand for the reports of the races is shown 
by the fact that newspapers over the country 
have them sent by telegraph. How far a 
newspaper should go in withholding news for 
which there is a demand, but which it consid- 
ers harmful, is an unsettled question, and 
most editors are inclined, perhaps, to give 
readers what they desire, provided the case is 
not too plain. 


ee oo 
A Market street soft-drink cafe dis- 
lays a sign reading: ‘ Try one of our Colum- 
us egg phosphates and you will discover 
another world.” —Philadelphia Record. 


DOGS AS ADVERTISING MEDIUMS. 
From the Washington News. 

One of the latest metropolitan ideas in the 
advertising line, according to a New York 
paper, was seen in Wall street a few days ago. 
A very large St. Bernard dog, wearing a mag- 
nificent navy-blue blanket, fringed with white 
and adorned with merry sleighbells, was 
marched up and down the sidewalk among the 
bulls and rs, from Trinity Church to the 
East River, Of course, every one saw the 
legend pained in big letters on the blanket. 

The idea was more or less original, But 
there is one element lacking to make it quite 
perfect. The “circulation” of the advertise- 
ment was very much less than it might have 
been, owing to the fact that the dog was 
quietly led up and down instead of going 
through the street on a dead run. 

Every experienced advertiser will see what 
a loss this was. dogs are to be continued 
in the trade as “ solicitors’’ the really shrewd 
thing to do is to get mad and dangerous ones, 
which will go through the street at a rapid 
rate and make a good commotion, Such an 
cra would or should be very succes- 

u 





+o 


THOSE FOUR FRENCH DANCERS AT 
THE ARION BALL. 
From the New York World. 

The famous French quartet of fancy dancers 
from the ** Black Crook”’ held sway on Friday 
evening at Madison Square Garden. Cyrene, 
Serpentine, Dynamite and Elyentine com- 
prised the group of artists, who are recognized 
as the leaders in their branch of the profes- 
sion. 

The dancers were at all time the center of 
an admiring crowd, not alone on account of 
their grace and beauty, but from the fact 
that on the back of each one was a “‘ Benson's 
Porous Plaster.’ This novel display attracted 
a great deal of attention and is only one of 
the many bright ideas emanating from the 
proprietors of this well-known article to bring 
it before the public. 





News Editor—‘‘ Here’s a dispatch 
from Swamptown, saying a citizen was mur- 
dered, and asking if we want particulars,” 

Managing Editor—*‘No, Just add that the 
people are scouring the country for the mur- 
derers, and if caught they will probably be 
lynched by the infuriated populace. ‘That’s 
all the particulars there ever are in such 
cases.”"—New York li eekly. 


‘* No,” said the editor, ‘‘ women do 
not make good reporters. I've tried them.” 

“In what are they deficient?” 

‘*When sent to interview a person they in- 
sist on doing all the talking."—New York 
Town Topics. 


“2. 


Classified Advertisements. 


Advertisements under this head, two lines or 
more, without display, 25 cents a line. 
Must be handed in one week in advance. 


WANTS. 
WW ANTED—Canvassers to obtain subscriptions 
and advertisements. Address PRINTERS’ 
INK, 10 Spruce 8t., New York. 


\ 7’ ANTED—Canvassers to obtain subscriptions 
and advertisements. Premiums offered. 
Address “ LIGHT,” Natchez, Miss. 
W AXTED— Address of person afflicted with 
Cancer, internal or external. DR. E. G, 
JONES, 55 River St., Paterson, N. J. 
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LIXIR RHUMATIQUE is sure cure for rheu- 
matism. We oe _ gee Write 


to LA VILLE LABORA YY, Springfield, O. 
ANTED—Canvassers to 0 to = shealn subscriptions 
and advertisements for a new monthiy 


agazine. Address THE PILOT AND FRIEND, 
Wash. 


\  -- Purchaser for j job office in Eastern 
Kenees 5 at. Write’ f 3,000. Pay M3 

Good equipment. rite for particulars 

H. R.,’ os care Printers’ Ink. 

W ‘itoron by a manufacturing concern, a 

thorough advertisement writer to take 

of mail order department. Address 

“PU iH,” care Printers’ Ink. 


VW stm - —Persons suffering from tender or 


rspiring Sost, te send 50c. for my simple, 
but. Parmiees and "effect remedy. Address 
WILCOX, oe care Printers’ Ink. 
eo once, publishers of country pa- 
to send us sample copies of their pa- 
rs, with net advertising rates, Address P Ee A- 
Bika RAYON CO., P. O. Box 828, Box 8%, Philadelphia, P a. 
N4 AT. BOsTL aay “GAZETTE (soda ona en a 
water bo trade), 61 Beekman St., N. Y., 
wants caer teristic sketches, inci: 
dents, comments, pen drawings—anything good. 


ANTED—An editor, with some capital, 1 





purchase 7 is,000 ina pa paying & as 
in Western city, C4 ESTERN. can tion. For “par: 
ticulars address “ care Printers’ 


7 ANT TO lve: ESTERS, advertising space with 
weekly or month! pagers cd fair propor- 
tion according to ¢ circu. circulation, 
4,000, Vol. 2. IENTIFIC ‘POULTRYMAN, Dela- 
ware City, Del. 
ANTED—I want to enclose 100,000 yen 
| begged —_ D 


boots an eeneral Torehants 

preferred. Witla ©. AYER, 325 Dearborn 
it., Chicago, Ill. 

\ ANT ADV ERTIAMENTS in PRINTERS’ INK 
under this head, four lines (twenty-five 

words) or less, will be insorted one time for one 

dollar. For additional nen or continued in- 

a line each issue 


W ANTED-4 wide-awake, thorough-going a:- 
vertisin; comeiter for a whisky paper, pub 
hed pate Louisville, K i; An excellent chance for 

man. None others need d apply. Address, 
wi 7 —_— KENTUCKY CH, Louis- 


Wy ate — ape rienced ed editor and expert ad- 
vertiser w vishes to move South or West; 
will coeeye “Position as editor (Rep.) or business 
manager, asst. mangr. or adv. man on large 
paper ; e} that results ‘shall decide salary, 
=< acces PE commission ; references. Ad- 

OLFE. 226 Jennings  Av.,Cleveland, 0. 


PPOINTMENT WANTED—As advertising 

manager (expert), ome. or publisher, by 
an Irishman, at present manager in London 
publishing and advertising firm. Eight years’ 
sxpersence in all de; ments of publishing, 
bookselli advertising (writing and desi 
ing). Exoa lent references. Gra mane of Dublin 
Ui siversit Moderate salary to commence. 
Please address “‘ MANAGER,” care of Harrison 
& Son’s Advertising Offices, 12 Paternoster Row, 
London, England. 


O you want a manager or partner? 
dD ) self f-made, educated young man (singte), Anith 
experience in booming circulation, 
soliciting advertising, and local editing on city 
and coun’ papers, and in other responsible po- 
sitions, and now located in Chicago. References 
i , & genuine hustler, 


dered. 
Satisfact: guaranteed if I accept oe. 
Address . "E. HUNT, 535 Rookery, C 





ADVERTISING NOVELTIES. 





Twenty-five cents a line. 


C'premi PORTRAITS for ,Gverticing and 
i. jum purposes. ree. nd for 
lars. WiLLLAM 


= MGhicago, Ik 


C. AYER, 325 





Cee for advertising purposes, hun- 
dred or thousand ; paper-weight cloc K Tocks Sean 

advertisement on dial. Address 

CLOCK CO., 49 Maiden Lane, New You. . 


T= . 7 age aay ” @ new penholder; upper 
flat, give A = bearing, which avoids 

nervousness and Boxwood, 3) cents. 

HOLLWEDE PENHOLL ER CO., St. Louis, Mo. 









M ANUF. and in advertising 

4 prices and cata- 

logues to Mich. He will 
e orders you and Wisconsin. 





pzoz0 SMOKE CIGAR CAMERA, the most 
unique novelty of the deat” Poco na picture 
— age ae =a cigar stamp for 
term: mple. Agents wanted. 
PARISIAN NOVE ty CO, 60 Cortlandt St., N.Y. 


pe the purpose of inviting announcements 
of Advertising poveees, likely to benefit 
reader as well as advertiser, 4 lines, 25 words or 
less, will be inserted under’ this head once for 
one dollar. Cash with order. More space or con- 
tinued insertions 25 cents a line each issue. 

= 








MISCELLANEOUS. 
Twenty-five cents a line. 


7 4 BIBBER’S 
rinters’ Rollers. 


Le"s INKS are the best. New York. 


pO ge TABULES are a cure for constipation. 
and dyspepsia. 


\ Ly LETTER ; terms low ; space or cash, 
DECKER, 430 Warren Av., Chicago. 


YAPER DEALERS—M. Plummer & Co., 161 

William St., N. Y., sell every kind of paper 

used by printers and publishers at lowest prices. 
Full line quality of Printers’ Ink. 


66 POKER POINTS *—Decisions of a Draw 

Poker Congress (from which there can be 
no appeal) ; leather bound ; gilt edges; for vest 
pocket; price, 35 cents; at bookse! — * i news- 
dealers, or direct from the publisher, M. GIBB. 
45 Rose St., New York. 


| OISTING APPLIANCES. Overhead Railways. 

I have been in thia biz 15 years. Have sold 
more than 8,000 elevators and dumb waiters ; 
have done work for all the leading N. Y. paper 
offices; have just put the lifts in the new Re- 
corder office. “If you want something in my line, 

write to or come and see J. Q. MAYNARD, 114 
Liberty St., New York. 














> 


ADVERTISEMENT CONSTRUCTORS. 


Twenty-five cents a line. 


6 Tt MY BUSINESS” buildin “ads.” 
MITH, 59, Trust t Building, Washington. 


For prices gud part rticulars send for “ My Idea 
of It” (free HAS. A. BATES, Indianapolis. 


ON’T begrudge the few dollars that will se- 
cure —_ some well-written ‘“‘ads.” The 
increase the value of your e without addi- 
tional cost. For further information, prices, 
etc., write CHAS, NELSON, Box 2087, San Fran- 
cisco, Cal. 











ILLUSTRATORS AND ILLUSTRATIONS. 


Twenty-five cents a line. 


Ayeeors ILLUSTRATIONS fore pers. Cat- 
alogue, 25c. AM. ILLUS. CO., Newark, N. J. 


6é GTEREOTYPING.”— ~Every aden explained 
and illustra’ Endorsed by Scientific 
American and a the leading trade journals. 
By weil. $2.00. C. 8. PARTRIDGE, 370 born 
St., Chicago. 
IVE advertisers ANYWHERE enn. make their 
4 own cuts, for a few cents each. No technical 
skill required. Any oo who can draw ven _— 


eve by our proc Posta: card req 
rings Jarticuiars, CHALKPLATE CO., Is Ishpe- 
ming, 














y 
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SUPPLIES. 
Twenty-five cents a line. 
AN BIBBER’S 
Printers’ Rollers. 
L_=* INKS are the best. New York. 


v6 PEERLESS » GARBON BLACK. 
For fine Inks—unequalled—Pittsburg. 


TS> PAPER is ated with ink manufac 


fac 
, § a D. WILSON PRINTING INK 
Co., L’t’d, 1 ‘Spruce St., New York. Special prices 
to cash buy 


P William DEALERS Pi Plummer & Co., 161 
, N. Y., sell every kind of paper 
tat and publishers at lowest prices. 

Fall ye ae of Printers’ Ink 








BILL POSTING ne ¢ DISTRIBUTING. 
Twenty-five cents a line. 


ATIONAL Live ‘Stock tock Exhibition, Washing- 
ton, D.C. Write F McC. SMiTH, 59 Trust Bldg. 


A DVERTISING matter distributed and mailed. 
STANDARD ADVERTISING BUREAU, Box 
66, Cleveland, O. ai 


C= ULARS ena all other advertising matter 
/ distributed itwaukee or any other cit 
by THE BEST DISTRIBUTING AND MAILING 
AGENCY, 79 Wisconsin St., Milwaukee, Wis. 


Fo pe & Prise of inviting announcements of 

dresses of local bill posters and distrib- 
ba. ae lines (12 words) or less will be inserted 
twice under this heading for one dollar, or 
three months for #6.50, or 26a year. (ash with 
the order. More space 25 cents a line each issue. 





—————————E 
ADVERTISING AGENCIES. 
Twenty-five cents a line. 


A rH wish to advertise anything anywhere 
y time, write to the GEO. P KOWELL 
ADVERTISING CO., 10 Spruce St., New York. 


o 


ADDRESSES AND ADDRESSING. 
Twenty-five cents a line. 


| hs a —§00 MOST ial Ea gh AGENTS in 
s aie ; — as Ss ) OF, HU —" ee. 
e or sample 2 0! bs Fo. 000. Few 
left. Write quchly. 


NE LISTS—2000 book ‘agents, 2000 lady can- 
vassers, complete list news and periodical 
dealers, dressmakers and milliners, ladies’ ad- 
dresses. Reliable. Prices right. CRANE, AL- 
LING & CO., 19 W, 13th St., New York, 


JERSONS who have facilities for bringing ad- 
vertisers and consumers into contact through 
lists of names and addresses may announce them 
in 4 lines, 25 words or less, under this head once 
for one dollar. Cash with order, More space or 
continued insertions 25 cents a line each issue. 
oo, - 











PREMIUMS. 
Twenty-five cents a line, 


a garden seeds— rt in space. 
300K, , Hyde Park, — 


FOR Sé SALE. 
Twenty-five cents a line. 


G AZETTE ADVER’T RECORD— For pa - #1. 
¥ Testimonials. GAZETTE, Bedford, 


T ANDSOME ete for papers. ad 
alogue, 25c, AM. ILLUS. CO., Newark, N. J. 


OR SALE—One inside and one back cover of 
Easter edition of, 5 > weekly. For full 
particulars address “ O. Box 672, N. Y. 


yes! SALE—A copy y of the American Newspa- 
inal Directory for 1892. Price 7. dollars. 
Sent carriage paid. Address GEO. P. KOWELL 
& CO , Publishers, 10 Spruce St., New ‘York. 





, able applicants 


pe OALS— County Seat blican paper, 
old_established. a@ year. 
Beautiful Mic pg Fine Sunte te 
en “ MICHIGAN,” care of Printers 

‘OR SALE—Weekly Democratic paper i AY fee 
I scone ta i in otty city, cor rth ‘io 
tate nly persons Ww: 
cash need re se Dy A. H. OM dake Printers 


SUMMER o society magaz ight pages mew bone 4 
A y hi and 


a -e Largest 
best aab be -_i- Lm nol Terms easy 
Address PUBLISHER,” Box - Box , Cambridge, Mass. 


> SALE OR "LEASE— Weekly nowenaper 
job office, old-established concern, but 
entire f.. point-system aaa. on N. Y. Central 
Railroad ; vill of am Address N. B. 
GREENE, Fort Plain, N. Y¥ 
re SALE—A weekly newspaper in growi: 
mining camp in I 0. Power press and we! 
equipped —s and ma maga: a ng g good busi- 
ness in both d lepa nts. mis et i. ~f ~~ 
daily. Address IDAHO, ” pe .. re Printe 


Fo SALE—41, - will buy a good oa in 
Cleveland, O.; debts on easy time); $606 
official pr intin, fa Good reasons for 
selling Will clear 100 per cent on fair capital. 

Address “ F. C. L.,”’ 226 Jennings Av. Cleveland, 0 


00 will buy an interest in an es- 
820, 000. tablished, profitable business, 
that will pay the in 000. 
upward, provided he isa ca 
=" oni apply. Addons 
way, 


. L. COLLIFR, No. 


re SALE--$1,000 stock ina Inkerest) with ~~ 
lishing business (1-l0th interest) with three 
publications; situation as itor and business 
mangr. of one ee at? 7 000 salary ; gooe 
opening ; poo ealth reason for selling. Address 
A. M. WOLFE, 226 Jennings Av., Cleve! and, O. 


'y Secee Good new: it,where 

subscription on entire list is pa ra pe: 
by company of business men. Cylinder and jo 
presses. Typeall new. Plant worth $2,000. Will 
sell for much less. Buyer must have $1,000. 
Owner hasanother plant. Write quick. WORLD, 
Hudson, Indiana 


IN newspaper space for sale on 
$40, 000 favorable rma either for cash 
or credit. I will close out the whole amount to 
one customer or sell in small lots to any desir- 
For terms, lists of papers and 
all necessary information, write me what States 
you will advertise and what space is wanted. I 
will answer at once and convince you that my 
offer will be a bargain. B. L. CRANS, Special 
Agent, 10 Spruce St., New York. Refers, by per- 
mission, to publishers Prix Printers’ Ink. 


ADVERTISING MEDIA, 
Twenty-five cents a line. 


TH KATES CATALOGUE, Greenville, Ohio. 
Mailed to women. 20c. buys one inch. Test it. 


1 jad () For 5 lines 26 days ; 6 days, 50 cts. EN- 
~ «0 U TERPRISE, Brockton, Mass. Cire. 7,000 





Bet CONNECTICUT MEDIUM. Reaches 
every bod Gilt-edged investment. THE 
NEW HAVEN NEWS 


WE reach nearly five thousand of the best-to- 

do farmers and fanciers in the world eve’ 
month. Wide-awake men; buyers. POULTR 
MONTHLY, Albany, N. Y. 

YOLUMBUS, Central, Southern, and Southeast- 

ern Ohio offer a rich field for advertisers. 

THE OHIO STATE JOURNAL—Daily, 12,500; 
Sunday, 17,000, and Weekly, 23,000—cover the 
field. All leading advertisers use it. 


by yy ADVERTISEMENTS in PRINTERS’ 
INK J with a two-line letter, but have no 
other display. Under headings of Advertising 
Media, optics, Miscellaneous and For Sale, 
Wants, mm | and pr Ad- 
vertising Novelties, Addresses and Addressing. 
Illustrators and Illustrations and Advertisement 
pe py 4 lines (25 words or less) will be in- 
once or two lines (12 words or less) twice 
oe one dollar if the cash accompanies the order, 
Additional space or insertions charged 25 cents 
a line each issue. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. + 
Issued every Wednesday. Subscription Price: 
Two Dollars a year, Three Dollars a hundred ; 
single copies, Five Cents. No back numbers. 


JOHN IRVING ROMER, EDITOR. 








NEW YORK, MARCH 1, 1893. 


A SPECIAL agent, speaking of ad- 
vertisers and advertising managers, 
said recently: ‘‘ There are many of 
them who know very little about ad- 
vertising, but have one idea—that is to 
offer just one-half what the solicitor 
quotes. This is the ‘Alphabet and 
Omaha’ of their advertising lore, and 
they flatter themselves that they have 
got all the knowledge necessary. If 
the solicitor says, ‘that space will cost 
a hundred dollars,’ this particular 
brand of advertiser immediately says, 
‘Give you fifty.’ The consequence is 
that the solicitors go there ready for 
this individual, and the prices he gets 
are not as low as he fancies he has se- 
cured.” 








IT is possible to spend a great deal 
of money in getting up an advertising 
book. The Peter Adams Company, 
38 Park Row, have just issued, at an 
expense of $10,000, a book containing 
samples of their high grade papers. 
As the edition consists of 5,000 copies, 
each book represents a $2 investment 
to the advertiser. Besides the cost of 
production, the postage must be taken 
into account—this amounts to 14 cents 
on each copy. Notwithstanding the 
expense, the advertisers are rather free 
in sending copies in answer to applica- 
tions, especially if the latter appear to 
come from responsible business men. 


AN ‘‘industrial editor” has been 
added to the staff of Lippincott’s Mag- 
azine. We will treat high-class busi- 
ness enterprises at $150 a page, and 
the ‘* write-ups” will have the appear- 
ance of the regular reading matter. 
There seems to be a growing demand 
for this sort of advertising in the lead- 
ing magazines. 


A NEW catch-phrase, with an air of 
originality about it, comes from Wm. 
G. Johnston & Co., of Pittsburgh. It 
is this: ‘‘If it is a good thing, we 
have it.” 





MAny advertisers (more particularly 
new ones) are constantly endeavoring 
to get free notices from the newspa- 
pers. Generally the results are disap- 
pointing. Charitable enterprises the 
newspapers, as a rule, treat generously 
in the matter of free notices. A New 
York institution, which had been con- 
servative in the matter of seeking pub- 
licity, recently sent a descriptive ar- 
ticle of about 600 words to the follow- 
ing local dailies : 

World. 

Tribune. 

Times. 

Evening Post. 
Herald. 

Recorder, 

Mail and Express. 

The result was that the first four of 
these papers made some use of the 
matter. The World printed the ac- 
count in full with attractive headings, 
the Zribune about two-thirds, the 
Times re-wrote the matter, gave it a 
double heading and good position, 
while the Evening Post, a day later, 
published a stickful. One curious 
thing about this experience was that 
the paper which one would think most 
likely to deal liberally with such a mat- 
ter, the Mail and Express, should 
have been the only one to ignore the 
appeal altogether. 





WRITING ADVERTISEMENTS. 


N. W. Aver & Son, l 
Newspaper Advertising Agents, 
PHILADELPHIA, February 11, 1893. 
Mr. C. J. Welty, Carlisle, Pa.: 

Dear Srr--Replying to your February oth 
inquiry, we have no book of advertisements 
for the jewelry business, nor any other busi- 
ness, for that matter. ‘The writing of adver- 
tisements is not our business. It is only a 
small part of it, and is done by us only for 
regular customers; that is to say, we write 
the advertisements only when they are placed 
through us. 

For information concerning general adver. 
tisment writers, would suggest that you write 
Printers’ Ink, published at 1o Spruce St., 
New York. Their number is legion, and 
among them you could no doubt find one 
whose work would please you. 


Yours trul 
N. W. Aver & Son, 


The first thing for Mr. Welty to do 
is to subscribe to PRINTERS’ INK. 
Price, $2 a year. If he wants to se- 
cure the services of an advertisement 
writer, he should insert a small card 
under the head of classified advertise- 
ments. If he can compress his an- 
nouncement into four lines it will cost 
him only $1.00, and the chances are 
that he will hear from many advertise- 
ment writers. Reading PRINTERS’ INK 
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each week will teach him how to write 
his own advertisements; if he re- 
quires furthe- assistance he should 
send one dollar for the purchase of 
Advertising ‘Manuals No, 1 and 2, 
price 50 cents apiece. 


THE New York Mail and Express, 
now established in its new building, 
gives its address on its letter-head as 
follows: 

Broadway and St. Paul’s Churchyard, 


A VETERAN court reporter was heard 
to say the other day that he was con- 
tinually being hampered by the copy 
reader's anxiety to prevent free adver- 
tising. ‘* Why,” he said, ‘‘it’s all I 
can do to get the lawyer’s name in an 
account of an important case, nowa- 
days.” Of course, it is necessary for 
editors to watch such matters carefully 
or they would constantly be imposed 
upon. Still, the final test should be 
whether the item in question is of gen- 
eral interest. 


RAILROAD men seem to look upon 
the financial possibilities of the adver- 
tising world with a favorable eye. Mr. 
W. H. Holwill, General Passenger 
Agent of the D., L. & W. R. R., and 
Mr. Smith, of the Lehigh Valley R. 
R., have entered into the business, 
and are about to issue from the 
Bible House a series of church calen- 
dars, on which will be advertisements 
galore. A separate calendar is to be 
published for each church, and rights 
have been secured from St. Patrick's 
Cathedral, Trinity, the Newark cathe- 
dral and others. The calendars are to 
be given away after the services. 


If you have visitors, let us know who they 
are and where they come from; if anything 
happens in your vicinity, let us know about it; 
if there is a party at your house, tell us about 
it; if you get married let us know; if you 
know anything, let us know about it. You 
will find us ready to “‘ notice” one as another, 
patrons or otherwise, friends or foes. Our ob- 
ject is to give the news, 


So says the Rockville Center (N. 
Y.) Observer, and these items of local 
news undoubtedly give greatest value 
to a country weekly. An examination 
of the Oéserver shows that its local 
news is more than double that in any 
other department. We are not sur- 
prised to learn, therefore, that it is 
given in the American Newspaper Di- 
rectory a guaranteed circulation of 
more than 2,000 ; that its advertising 
columns are full of live advertising, for 
which good prices are always paid. 


RESUME OF THE ‘‘ PRINTERS’ 
INK” CASE. 


By Geo. P. Rowell. 


In the year 1888 my firm com- 
menced the publication of a semi- 
monthly paper called PRINTERS’ INK : 
A Journal for Advertisers. 

It attempted to deal with questions 
of interest to those who would extend 
the sale of wares by means of advertis- 
ing, and discuss methods of accom- 
plishing the desired result. It’s col- 
umns were open to views and state- 
ments calculated to throw light upon 
the proper manner of conducting the 
business of advertising, which is one of 
such considerable importance as to call 
out an annual expenditure in the United 
States estimated at three hundred mil- 
lion dollars. 

Previous to the establishment of the 
journal above named, no periodical 
had ever been specially devoted to the 
promotion and advancement of this 
interest, and the literature of the 
subject, such as existed, had never 
possessed attractions for business 
men. 

Having conducted an advertising 
agency for nearly thirty years, we were 
familiar with the business with which 
the little paper sought to deal. 
Through our active participation in 
the every-day transactions in adver- 
tising, we had long enjoyed an excep- 
tionally wide acquaintance among lead- 
ing advertisers and newspaper men, 
and were thoroughly well informed 
about their methods, ends and aims; 
had observed their success and fail- 
ures, and had an opinion to express on 
the causes that led to one or induced 
the other. Through a series of years 
I had been in the frequent habit of 
writing on questions of interest such as 
arose in our daily transactions as mid- 
dlemen, with advertisers and the pub- 
lishers of newspapers. 

The first issue of the little periodical 
attracted favorable attention. It ob- 
tained a legitimate though small sub- 
scription list, composed of persons who 
paid in money the subscription price 
demanded. But it soon became evi- 
dent that, as with all trade journals 
and daily papers, and as well as with 
most other newspapers of whatever 
class, the principal source of income 
must be looked for from advertise- 
ments rather than subscriptions ; but 
with us, as with others, it was also ap- 
parent that we must have subscribers 
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in order to secure and retain advertis- 
ing patronage. 

For the purpose of extending the 
subscription list, an announcement was 
put forth to the effect that any person 
who had dealings in advertising mat- 
ters with the advertising agency con- 
ducted by its publishers to an amount 
of ten dollars or more, might receive a 
reduction in the price sufficient to 
cover a payment for a year’s subscrip- 
tion to PRINTERS’ INK. 

Our firm also publish the American 
Newspaper Directory, a book largely 
purchased by advertisers, and we de- 
cided that inasmuch as PRINTERS’ INK 
in almost every issue contained infor- 
mation needed to make the directory 
complete and brought down to date, it 
would be wise to announce that the 
purchase price of the directory, five 
dollars, should carry with it a paid in 
advance subscription for the paper for 
the period of one year. 

On these points we took legal coun- 
sel, and our attorney, after examining 
the law, gave a written opinion to the 
effect that subscribers so obtained and 
paid for were legitimate. 

We also sent the paper to a selected 
number of newspapers that were re- 
ceived regularly at our office, and as 
publishers and editors seemed to great- 
ly appreciate it, to often commend it in 
their columns, and to quote from it 
rather extensively, and inasmuch as 
our advertising patronage came and al- 
ways must come almost wholly from 
publishers of newspapers, and as the 
effect of being so frequently quoted 
from and credited with items, together 
with commendations of the work the 
paper was doing in the way of encour- 
aging, eiucidating and extending the 
business of newspaper advertising, the 
exchange list gradually assumed larger 
proportions, and any publisher was of- 
fered the privilege of paying for a 
year’s subscription by the insertion of 
an editorial notice or puff assumed to 
be worth the subscription price. Pub- 
lishers were also permitted to subscribe 
for several copies and pay for them by 
the insertion of an advertisement either 
of the paper itself or other matter 
agreed upon. This was convenient 
enough, for we were dealers in adver- 
tisements just as the publishers of 
some other periodicals are dealers in 
books or paper patterns. 

The paper having become a recog- 
nized medium for issuing appeals to 
persons interested in the business of 


advertising, and our firm being at the 
time dealers in advertising space, buy- 
ing and selling as advertising agents, 
we found the pages of PRINTERS’ INK 
of value to us and availed ourselves of 
them to a reasonable extent, just as 
publishers of books, sellers of paper 
patterns, pension agents and patent 
agents advertise in publications which 
they happen to issue; there being in 
fact no reason why the ownership of a 
periodical should make it less available 
for the owner's advertisement than for 
one from any other person, The in- 
sertion of our own advertisements did, 
however, bring down upon us the 
criticism of the Post-Office Depart- 
ment, but our attorney was able to ad- 
just the difficulty after a few interviews 
with the Department clerk who had 
the matter in charge. 

About this time there began to be 
apparent, on the part of publishers of 
newspapers, a desire to have our little 
paper placed regularly in the hands of 
those persons who were their own ad- 
vertising patrons, on the ground that 
it was: ‘* A little schoolmaster in the 
art of advertising,” and by its teachings 
transformed small advertisers into more 
liberal and intelligent patrons of their 
columns, and enabled them to add to 
the efficacy of their announcements by 
introducing improved methods, thereby 
making advertising investments more 
certainly remunerative and consequent- 
ly more frequently repeated or re- 
newed. 

It was our policy to encourage this 
method of extending the subscription 
list. We were dealers in advertising 
space and publishers, were generally 
more willing to pay for subscriptions 
in space than cash, and would buy 
more if paid for in space than if 
cash were demanded. We issued an- 
nouncements offering this privilege to 
a large number of newspaper proprie- 
tors. Before doing this we submitted 
the plan to the Postmaster of New 
York, through the proper deputy, and 
received his approval. In this way 
‘“The Little Schoolmaster” secured 
and instructed in the art of advertising 
selected classes of from two to two 
dozen in many enterprising towns and 
cities. Finally an application came 
from a great publishing house, propos- 
ing to add the names of four thousand 
subscribers at one time, to be paid for 
in this way. This was exceptional and 
unexpected. The case was again sub- 
mitted at the New York Post-Office, 
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and no objection to it was perceived. 
But, as it was a new method of obtain- 
ing subscribers, and apparently one 
that was likely to be carried pretty far, 
and we wished to avoid criticism by 
the Department, it was decided, dy our 
suggestion, that the plan should be set 
forth in writing and submitted to the 
Department at Washington, in order 
that we might learn whether any objec- 
tion would be urged. The communi- 
cation was prepared and duly forward- 
ed. The four thousand names were 
added to the subscription list. At or 
about the same date, it was decided to 
issue the paper weekly, instead of 
twice a month, and this change made 
necessary a new application for admis- 
sion to second-class rates. ‘The ques- 
tion of the issue of the new permit was 
before the Department at the same 
time that the legality of the list of 4,000 
subscribers was also under considera- 
tion, and there was a delay about the 
issue of the new permit. It came 
along, however, after a while, and our 
paper had no trouble with the Post- 
Office for two years. It grew into 
popularity, its subscription and adver- 
tising patronage increased, the paper 
became a valuable income-producing 
property, and its success brought many 
imitators into the field. 

The publisher who had paid for 
4,000 subscribers at one time became 
an advertiser in PRINTERS’ INK, and 
next year renewed a large proportion 
of his subscriptions, added others and 
made another advertising contract. 
Other persons had availed themselves 
of the privilege he had found valuable, 
and as time went on the most enter- 
prising daily papers in most of the 
large cities subscribed for the paper for 
from 50 to 100 of their best advertis- 
ers. Some of these advertised in 
PRINTERS’ INK, but more of them did 
not. Special agents in New York for 
papers in all parts of the country found 
that ¢heir patrons were glad to be pre- 
sented with a year’s subscription to 
PRINTERS’ INK, and sought to make 
contracts that would enable them to 
make a present of a copy for a year 
where it seemed desirable to do so, and 
were glad to pay for a dozen or fifty 
such by the insertion of an advertise- 
ment, which, though worth the price, 
called for no cash outlay. By and by 
it came about that a system was adopt- 
ed with these special agents and some 
others whereby subscriptions and ad- 
vertising were sold together for a lump 


sum. In the autumn of 1890 an offer 
was put forth to the effect that every 
advertiser who would buy advertising 
space in PRINTERS’ INK and pay the 
one-time rate on a yearly order might 
have, as a concession on the rate, one- 
half the amount of his order in sub- 
scriptions at $2 a year, to be put down 
as he would secure and send in the 
subscribers’ names. This offer was 
published in the paper, and several per- 
sons availed themselves of it. No one 
even dreamed that the practice in- 
fringed any postal law or regulation, 
or has ever learned since where any 
law or regulation can be found that 
disapproved of the plan, In the au- 
tumn of 1891 the same proposal was 
again issued, the wording being slightly 
changed on account of a proposed re- 
duction of subscription price to $1— 
that took place January 1, 1892. On 
these proposals advertising space and 
subscriptions were sold to the amount 
of about $50,000. All the announce- 
ments were published prominently in 
the paper, and every contract taken was 
announced from week to week between 
October 1st and December 31st, no 
one dreaming that there was anything 
improper about the transaction or any 
reason why it should not be widely 
heralded. On the 8th of January, 1892, 
we were notified that the paper had 
been excluded from the mails as second- 
class matter on account of the offer we 
had put forth to sell advertising space 
and subscriptions at a lump price as 
above set forth, although no one assert- 
ed that the price was not sufficient to 
pay for all that was given. 

This action of the Department orig- 
inated between two clerks, one in the 
office of the ‘Third Assistant Postmas- 
ter-General, and the other in that of 
the Assistant Attorney-General as- 
signed to duty at the Post-Office De- 
partment, the Assistant Attorney-Gen- 
eral being absent at the time and ig- 
norant of the transaction. 

Since the adoption of the law that now 
prevails for the government of second- 
class postage matters, a great number of 
class papers have come into existence, 
and among these is PRINTERS’ INK. 
Every class paper, and every other 
paper too, for that matter, has had 
trouble with the Post-Office about its 
mail privileges and facilities, and none 
of them was ever able to make head 
or tail of the law or regulations. All 
that can be known appears to be that 
under some conditions a publisher. can 
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do what he likes, and under others 
he can do nothing. The law is plain 
enough, but the official rulings have 
been various, are inaccessible and 
contradictory, so much so that no one 
in the Department or out of it pretends 
to understand the matter. 

We, the publishers of PRINTERS’ 
INK, have been a business intimately 
connected with the Post-Office for 
nearly thirty years, we have paid in 
postage more than a quarter of a mil- 
lion dollars, We know the postal laws 
as well as anybody knows them. We 
have been careful to conform to the 
law ; have taken competent legal ad- 
vice when there seemed to be any 
doubt, or have submitted our plans to 
the Department for its consideration 
and approval. We have always been 
ready to conform to any rule or regu- 
lation when it could be pointed out. 
With all precautions we found it im- 
possible to avoid official interference, 
and determined for once that the pecu- 
liar methods of clerica! interference 
with the rights of publishers should be 
laid before the public, in the belief 
that good would eventually result from 
such a course. We have pursued our 
inquiries until we have inch by inch 
obtained from the Department assur- 
ances that no particular thing that we 
have done or failed to do has infringed 
any law. We have learned that the 
Department claims no right to say how 
many exchanges a paper may have ; 
that subscriptions paid for in advertis- 
ing are legitimate, although the Third 
Assistant Postmaster-General asserts 
that not a// the subscribers nor even 
the major part of them can be paid for 
in that way. He refers to no law to 
sustain this view, however, and sees no 
harm in the Scientific American hav- 
ing 10,000 subscribers of this sort. 
It was never claimed that all of PRINT- 
ERS’ INK’s subscribers were paid for 
by advertising. Neither is it true that 
the larger part of them were even so 
obtained or paid for. 

The exclusion of our paper from the 
mails has now extended two months 
into asecond year. Hundreds of pub- 
Jishers who wished to renew subscrip- 
tions on the terms heretofore allowed, 
have been deprived of the privilege. 
Other huadreds have been cut from 
the exchange list in deference to the 
Department’s ruling, now abandoned, 
that this list was too large. Our busi- 
ness has been changed from a profit- 
able one to one conducted at a loss; 
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from a growing one to one in a de- 
cline, and the only ray of sunshine to 
be seen is in the probability that under 
new rulers, whose sense of justice is 
not blunted by feelings of revenge or 
perverted by an unwillingness to ad- 
mit a blunder, it will at least be pos- 
sible to obtain tardy justice, and that 
the wide publicity given to the facts in 
the case of PRINTERS’ INK will lead to 
such a revision of the law as shall no 
longer leave it possible for an official 
to practically confiscate the property of 
a citizen without the possibility of re- 
dress or appeal. 
AS LUCKY AS A COUNTRY 
EDITOR. 


Somebody has asked if all things he 
hears about the country editor’s pov- 
erty and general woebegoneness are 
true, says the Kansas City Zimes. 
Here is the answer: No. One of the 
first men of all the land is the editor 
who molds the opinions of the people 
round about the country town or vil- 
lage in which he lives. He is no 
ordinary being. He is as independent 
as a millionaire, and joy enters his 
house thrice to every single time that 
disappointment comes. He is king 
among his people. If his surround- 
ings are lowly, he is still the greatest 
man within them. If his fellow-citi- 
izens are above the ordinary, he is 
better than their average. His table 
is well filled, his home is happy, his 
friends are happy and his troubles few. 

There is no rush in the life of the 
country editor. Sometimes he gets the 
idea in his head that business is hurry- 
ing him and that a rest is needed. He 
never considers the matter twice. A 
trip is planned, and as soon as the 
railroads send along the passes with 
copy for the advertisements to be in- 
serted indefinitely in payment, the edi- 
tor and his wife and all the little 
editors go away. Back home at the 
office the foreman receives the sub- 
scriptions and gets out the weekly 
paper, and sets type for job work just 
the same as if the editor were at home. 
He is used to that sort of thing, and 
he knows that when he gets ready to 
go away the editor will get passes for 
him, and his wages will run on while 
he is visiting about the country. 

When the post-office is vacant every- 
body mentions the editor as a possibil- 
ity. Tickets for the circus are laid on 
his table, together with the two dozen 
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eggs from a good farmer friend, a roll 
of butter ‘‘for your wife, ye know,” 
and a dozen other things that come to 
the biggest man in town. He is hailed 
by everybody on the street as a good 
fellow. All are his friends. Books 
come for review and never get it. 
They all go to the editor’s cosy home, 
where so many of the village social 
affairs take place each winter, when 
items are scarce and the paper comes 
out filled with hints on how to make 
preserves and jellies next summer. 
That’s the merry time for the editor of 
the country journal. Nobody is more 
prominent than he is in the local four 
hundred. 

No; withdraw your opinion that the 
country editor is a.man to be pitied. 
Never picture him in tatters. Don’t 
imagine that he spends half of his 
time driving the wolf from the door, 
He is a hustler, probably, and when a 
legal notice is offered for publication 
he leaves no stone unturned that will 
keep it from going to another paper in 
the same county. The country editor 
never dies of apoplexy or brain-fag. 
His life is as near the rose-colored hue 
as earthly lives get to be. He travels 
the world over, goes into politics and 
succeeds, has a list of recreations that 
would appall the city man in any line of 
business, and most of his time is his 
own. He is honest, charitable, saga- 
cious. All honor and respect to the 
country editor. He can afford to be 
the butt of merry jest and jibe, but as 
long as he can hire a black man to turn 
the handle of the press he can afford 
to laugh back the public smiles. He is 
great, this country editor, “No man 
could wish for a happier lot than his.— 
Sersey City Journal. 

ADVICE TO DRUGGISTS ON AD- 
VERTISING. 








Of course your space must be small, 
but two or three inches on a live page 
of paper near important reading mat- 
ter will, if filled with pithy wording 
and changed about every issue, attract 
more attention and do more good than 
a stereotyped column run regularly 
elsewhere. Your readers want fresh 
materials in ads as well as news. 
Frequently change style of type and 
composition so as to catch the wary 
reader unawares and draw him into 
your latest devices. Be concise in all 
statements. Words make stumbling 
blocks to the busy reader. 
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Keep your ads from the complex, 
include but one line of goods in each 
card, and fully impress the reader with 
his immediate need of a supply as a 
preventive if not asa cure, Do more: 
show them why yours is the place to 
buy them. This is the point in the 
whole process, 

Advertising novelties and notions 
will prove of little service commonly. 
Some things of the more pointed sort, 
such as the paper razor used by one of 
our shaving soap men, the foot with 
the removable corn, used by the corn 
salve man, can but carry a moral with 
them and impress their mission. Most 
of them, however, fall into the hands 
of children, and are too soon destroyed 
to carry their cost back to the waiting 
distributor. Sampling generally suf- 
fers a like fate and is expensive in 
practice.—Zdward A. Hay, in the 
American Druggist. 





CRITICISM OR SLANDER. 


A critic of the London People said 
that ‘* The Maelstrom,” a play by Mr. 
Mark Melford, was ‘* hooted from the 
stage.” As the piece held the boards 
for two weeks, Mr. Melford brought 
suit against the People. Critic after 
critic testified that it was the worst 
ever seen in London, and that the 
audience groaned at it. The judge 
then summed up: 


Critics had exactly the same right to form 
and express an opinion as to the merits of a 
public performance as any member of the 
audience, and while such expressions of 
opinion were fair and honest, they were not 
libelous. The only part of the article which 
was now seriously complained of was that 
which described the playand the author as 
having been * hooted off the stage.’’ The 
jury had to bear in mind that the plaintiff's 
learned counsel did not complain of the other 
very severe criticisms which had been d 
upon the play. No proceedings had been 
taken against the 7zmes, the Pall Mail 
Gazette, the Daily News, the Daily Tele- 
graph, or any of the other papers which had 
condemned the aay te ae The question 
really was whcther the statement that the 
play and the author had been “* hooted off the 
stage ’’ wassubstantially true. Politiciansand 
playwrights alike had to submit to the com- 
ments of the press, and had to put up with 
criticisms which were often sarcastic and 
stinging. Was this statement anything more 
than an honest description of what had hap- 
pened? Did they think that it was so unfair 
as to be malicious? 


The jury at once returned a verdict 
for the playwright — $250 damages. 
The critics are in consternation.— 
Music and Drama, 
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The Advertising World. 


Readers are invited to send in news items for 
use in these columns. 


Stanley Day, of New Market, N. J., 
is about to put out a line of advertising for 
the Parisian Novelty Co., ot this city. The 
article to be advertised is the ‘‘ Photo Smoke 
Cigar Camera,” 


F. L. Clink, of Frankfort street, is 
putting out some advertising of a melodeon 
or organette in various mediums, This gen- 
tleman some time ayo ran an advertisement 
of a set of parlor furniture, price $1.00, Sev- 
eral publishers tell me they are holding some 
very interesting souvenirs of Mr. Clink, auto- 
graphic and otherwise, 


The Mutual Life Assurance Co. is 
going to do a considerable amount of adver- 
tising through Albert Frank & Co, 


A most interesting struggle is going 
on between the National Cigarette Co, and 
the American Tobacco Co, The former con- 
cern put out the Admiral Cigarette, and pre- 
pared to take the country by storm. The lat- 
ter came out with the ‘Old Dominion Cigar- 
ette, and is now advertising side by side with 
the Admiral, The Old Dominion people use 
the same papers, reading notices and auxiliary 


advertising that the Admire! folks do, and’ 


in addition are giving away photographs with 
each package of cigarettes, and emphasizing 
the fact in their ads. The Admiral had a 
good start, and so far honors are easy; but 
cigarette smokers say that the Old Dominion 
Cigarettes contain the best tobacco, 


Nelson Chesman & Co. are sending 
out from the St. Louis office small ads for the 
Western Croset Co,, of St. Louis. 


Iam told that the Eureka Adver- 
tising Agency, of Binghamton, N.Y., is send- 
ing out business to near-by papers for Hon- 
duras Tonic and for S. J. Hallensworth & Co., 
Owego, N 


The prize for the best series of ad- 
vertisements for Allcock’s Porous Plasters, 
offered by E. N. Erickson, has just been 
awarded to John A. Thayer, Jr., advertising 
manager of the Ladies’ Home Journal. The 
first prize is $150. H.C. Brown secured the 
second prize. 


A Western newspaper man remarked 
the other day: ‘‘Itis strange how all sorts 
and conditions of people think they can make 
their own rules and regulations and warp the 
advertising world to suit their various idio- 
syncracies, Take the case of the Singer 
Sewing Machine Co., that is a conspicuous 
sinner in this respect. ‘heir advertising is 
experimented with by a person of the sex 
which is about to wear crinolines. This lady, 
with an assurance that is monumental, de- 
mands agents’ commission from all papers 
which gets Singer business, and ‘no commish, 
no biz.’ As to why she should get agents’ 
commissions, her reasons have not even the 
merit of ingenuity, being chiefly that cogent 
and conclusive one of her sex — ‘ because.’ 
All the Chicago papers have refused to take 
the Singer adverti:ing, not on account of the 
free readers stipulated for, but on account of 
the unjust and unreasonable demand for 
agents’ commission. The papers that do run 
these ads have allowed agents’ commission, 
but have manipulated their prices so that 
they can afford it ‘ most exceeding well,’”’ 
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An official occupying one of the most 
prominent positions in the New York Post- 
Office told me the other day that there were 
sixteen debility medicine houses in Gotham, 
which sent tons of advertising matter through 
the mails, He said: ‘‘ Their incomes and 
revenues must be enormous or they could not 
afford to spend the money they do for adver- 
tising. hy, the ——-— Medical Co, literally 
swamps us with circulars and pamphlets twice 
every week,”’ 


The Webb’s Ribbon Adder business 
that is being given out to the magazines is 
done direct by the proprietor, C. H. Webb, 
167 Broadway. 


Root, Bark and Blossom business is 
going out from the Humphrey's Agency, of 
Boston. The magazines are getting some of 
this advertising, half-page ads being given to 
several of the leading ones. 


The Meriden Brittannia Co’s adver- 
tising is going in the magazines again, through 
J. Walter ‘Thompson. 


The Anheuser-Busch beer ads are 
appearing in the leading magazines, It is 
something new to see beer advertisements in 
these mediums, Mr. Hackstaff, of the Nel- 
son Chesman Agency, has charge of the 
business. 


Gale & Co., of Cleveland, O., are plac- 
ing the advertising of the Savings and Sensi- 
ble Architectural Bureau, ina select class of 
mediums, 


I learn that the advertising of Kipans 
Tabules is in more than one-quarter o the 
publications of the United States. 


John E. Heaton is the advertising 
manager of the Imperial Granum Co., New 

aven, Conn, tr. Heaton does his adver- 
tising direct, and tells me that, with the ex- 
ception of renewals, all his advertising for 
1893 has been contracted for. 


I learn from the lamp manufacturers 
that they will do no more advertising until 
next August ; an unusually liberal amount of 
space is to be used then. 


Most of the advertisers in the West 
emphatically decline to use World's Fair me- 
diums, Some of these Columbian papers have 
tried the Eastern territories, but have not 
found them very profitable. 


The World’s Eaapenenty Medical 
Association, Buffalo, N. Y., of which V. Mott 
Pierce is the secretary and advertising man- 
ager, uses no monthly publications, jour- 
nals or magazines. Mr. Pierce informs me 
that he uses daily and weekly newspapers 
and all the lists except one, and places a 
comparatively small amount through agents. 


The Pittsburg Leader has decided 
to give agents commission, This is the first 
time in its history that it has been known to 
make this concession. The Baltimore Sua is 
about the only large paper that does not give 
a commission. 


Mr. Meskimen, the manager of the 
Garfield Tea Co.,, tells methat the newspaper 
advertising the concern has done has been 
particularly successful. The contracts for the 
coming season have all been made. 

The Humphrey’s Homeopathic Med- 
icine Co. is doing special advertising for its 
Witch Hazel salve, Full column ads have been 
run in the New York dailies, 
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The Geo, H, Powning agency is 
giving out Wilcox Specific Co’s advertising. 


The Kayser Patent Finger Tip “ 
Glove advertising is placed by T. F. Syke: 
of Life. 
G. A. SYKEs, 





Advertising Novelties. 


From Public Opinion, Washington, 
D. C.: A patent folding leather purse for 
small change. The bottom bears this inscrip- 
tion: “ Keep it full by advertising in Pudlic 
Opinion.” 

From the Ladies’ World, New York : 
A circular entitled “‘ A Yard of Smiles,”” It 
is of a similar character to the yards of roses 
and yards of pansies, etc., that various papers 
have been offering as premiums, The yard of 
smiles is accompanied by a circular, which 
concludes with the suggestive invitation: 
“* Will you smile with us?” 

From the New York World: A 
card with an 1893 penny attached, The 
pow forms part of the printed motto: “ Pen- 

ise and Pound Foolish.” 


‘aan the Eastern Toilet Co., Port- 
land, Me.: ‘Crocker’s Index Scrap File.” 
used as a circular, Advertising slips are 
pasted within. 





‘Displayed Advertisements 


50 cents a line; $100 a page; 25 per cent 
extra Sor specified position—if granted. 
Must be handed in one week in advance. 











NM EDICAL BRIEF (St. Louis). Largest circula- 
tion of any medical journal in the world. 
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GRATILE TELEGRAPH—The only morning 
Democratic daily in Oregon, Idaho & Wash. 
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THE BEST PAPER IN NEW ORLEANS. 
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_———[ St. Louis Mo. 
JERSEY CITY’s 
FAVORITE FAMILY PAPER. 
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Columbian Desk Cata- 
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WATCH E—~ 
Are the Best PREMIUMS. 


Address the manufacturers direct. 


sen a WATCH CASE CO., 


IVERSIDE, N. J, 
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San Francisco Bulletin. 


Largest Evening C Circulation in California. 
High character, pure tone, 
FAMILY NEWSPAPER. 


PRINTERS! 


other Printing Material for making | 
RUBBER STAMPS 


and double your protes. New 
Circulars free. mtion this paper. 
BARTON MFG. CO., 
338 Broadway, New York. 


Dodd's arene Aeerey Boston, | 


Send for Estimate J 


RELIABLE DEALING CAREFUL SERVICE. 
7 LOW ESTIMATES. «23 


We Want to Make 
OUR OWN CUTS for 


Newspaper « Illustration. 


If You Know of a Cheap and 
Simple Process, write to the 


AUBURN GAZETTE COMPANY, 


Auburn, Maine. 
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™ SPOKANE 
SPOKESMAN 


has 75 per cent more paid subscribers 
than any other daily paper published 
within 300 miles of Spokane, Wash. 

















Advertising in England, 
European Continent, Etc. 


SELL’S 
ADVERTISING AGENCY, L’t’d. 


| Ca _, Sell, Ma r, od 
" om of “Se I's World 5 Frese 
F all 


mraculare A gn J British or a 
Adve rates, e 


pers, te., at the 
London Othe 162 1671 18 a3 Ficet street, or at 
New York Office, 21 Park Row, Ground Floor. 





A Thousand Newspapers 


A DAY ARE READ BY 


The Press Clipping Bureau, 


ROBERT & LINN LUCE, 
68 Devonshire St., Boston, Mass. 


FOR WHOM ? fuy'sct'ee 


that want ear- 

liest news of construction ; 

Business houses, that want addresses of 
— customers; 

One hundred c lass and trade papers; 

Public men, corporations, professional 
men, who want to get news, see what is said 
of them, or gauge public opinion. 





For $6,000 Cash 
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TO BEAT THE WORLD, 


But we do claim 
To be WAY AHEAD 
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Remington’s County Seat Lasts. 
The cream of the Country papers. 


REMINGTON BROS.—New York—Pittsburgn. 





ery 2 pebcbelodetidoencbochocdadeaeloedeccecledenedededealdtads 
3 We are ready to take orders for 

| 4, 6, 8 and 12 Paged 
| 


FAST WEB-PERFECTING PRESSES. 


Our model is entirely new and embraces convenience and com- 
pactness not heretofore existing in Web Presses. 





These Presses are extra heavy and thoroughly well built in our 
own shops in Brooklyn. 





CAMPBELL PRINTING PRESS AND MANUFACTURING CO., 
NEW YORK and CHICAGO. 


“w~vTverevevvrvervvvryrvrvye 


























IF YOU WANT 


GOOD PRINTING 


GO WHERE THEY KNOW 


How To Do It. 


Printers’ Ink Press, 10 Spruce St., N.Y., 





IS THE PLACE. 


WM. JOHNSTON, Manager. 
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PATRONIZE ALLEN’S LISTS FOR RESULTS. 


Copgiete statement of cost and result, as promised in Mr. Sander’s letter of December 
ith, A ’3 Lists speak for themselves. 


OFFICE OF FRED H. SANDER, 
IMPORTER GRAND ORCHESTRAL Music Boxes. TWELVE SIZES. PLAYS 1,000 TUNES. $20.00 to $200.00. 
Boston, Mass., January 30, 1893. 





E. C. ALLEN & CO., Auausta, ME.: 
GENTLEMEN—I submit to — the whole statement of all the papers in which my ad. ap- 
peared (November ’92 issues), and you are at libe ‘7 to use same for publication. I have 
ee sufficient time to mature except to some of the senqemnes who =e -y the jad. in 
it, and which should not be considered in this The of 
orders hold up in good seam, and they still continue to come in. 





Yours truly, (Signed) F. H. SANDER. 
THE STATEMENT. 
Coat of Number of Answers 
Advertising. Received. 
BD Bi icscovcesectecceceeseeed $286 20 1179 
Century Magazine...........cccsecses 191 50 384 
Cosmopolitan MEERDs cccoccsecece 167 10 245 


Harper’s | Magazine neagecccscesesecese 158 00 213 
Scribner's Magazine Ss oaat oe 
New England Magazine. 





Home Magazine......: .. 44 
pay ua Magazine 38 
Cu iterature 41 
Atlantic MOREE 2. ccccccccccccccccce Fr 
noe AMES and Builder 9 
Good popeek menpang 5 
‘Worle’s Vair.......... 3 


Pittsvure sBullotin 


One and the same advertisement was used in all the papers and magazines, and the 
means of identifying the returns from each publication were very nearly perfect. 





E. C. ALLEN & CO., Proprietors, AUGUSTA, MAINE. 
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it W ould em 
Reach Around 
az 1 he Eartb. 


eee 


19th February, 1893. 
G. W. TURNER, Editor New York REcorDER : 
Dear Sin—The white paper that you have used in printing to- 
day’s Sunpay Recorper, one hundred and thirty-seven thousand 


copies of sixty pages each, 


Weighs one hundred and twenty-four thousand 
six hundred and seventy pounds. 


You have printed eight million two hundred and twenty 
thousand pages of THe Recorper. This is equivalent to one 
hundred and thirty-nine million three hundred and 
thirty-three thousand two hundred and eighty-one feet 
of paper one inch wide, which would reach completely around the 
earth at the equator, and leave 7,850,721 feet to spare. That is to 
say that the white paper used in printing to-day’s REcorpEr would 
make a ribbon one inch wide and more than long enough to go all 
around the earth at its greatest circumference. 

The figures are almost appalling in magnitude. 


Respectfully yours, 


BULKLEY, DUNTON & CO., 
Paper Manufacturers, 95 Duane Street, New York. 
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The Best —_-_~ 


Is it always best to accept the Lowest 
estimate for advertising P When you be- 
come ill and need a doctor, do you send 
out to secure the prices of different phy- 
sicians and employ the cheapest? 

No, of course not; for sickness is an 
important matter. 

When you require a lawyer for a weighty 
case, do you get bids and accept the 
lowest ?P 

Naturally not, for this is also important. 
Then why not order your advertising on 
the same principle ? 

Is this not one of the most important 
parts of your business ? 

Our customers’ interests are ours. The 
next time you wish to advertise send us 
the order and note the result. 





_ THE GEO. P. ROWELL ADVERTISING CO. 


Newspaper and Magazine Advertising, 
10 SPRUCE ST., NEW YORK. 





You will find that this method 


Is the Cheapest 
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THE “OUTS” AND “INS.” 


The month of March brings forcibly to mind the fact that “It isa condition 
and not a theory that confronts us.” The undersigned beg, therefore, to submit 
for the thoughtful consideration of those who desire to inaugurate an era of un- 
paralleled prosperity, the following facts and figures. 


COINC OUT. 


792 miles of print paper 32 inches wide. 
11 United States Postal cars. 

3,236 United States Mail Bags. 

81,300 cash for postage. 

81,500 cash for 65 Mailing Clerks. 
Over 12,000,000 16-page papers. 


The above tells the story of asingle issue of COMFORT. It is the same with 
every issue, only that the figures increase constantly. 


COMINC IN. 


2,000 new, paid-up subscriptions in a single day! 
Hundreds of testimonials from advertisers echo< 
ing the fact : “If you put it in COMFORT it pays!” 
Thousands of enthusiastic letters from THE PEO- 
PLE, saying: *‘ The original, popular, copyrighted 
features of COMFORT, and its marvellously low 
price—25 cents a year—render it the Household 
God of the mighty middle classes, whose purchases 
amount to hundreds of millions annually !”’ 


TH E R E FO R E, If you wish to succeed, try it yourself. 


Space of responsible agents, or of us direct. THE GANNETT & MORSE CON- 
CERN, Publishers, Augusta, Maine. Boston Office, 228 Devonshire Street. New 
York Office, Tribune Building, Henry Bright, Representative, 
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KKEKKKKEEEEKEKE 


ES SES PSE A TSE 





RE you desirous of experimenting when 


you place your advertising? Have you the 

time to spare in correcting mistakes incident 
to the inexperience of amateurs? Read the extract 
from voluntary testimonial of Cleveland Baking 
Powder Co., published in full in Printers’ Ink, 
February 1st: 


‘* You have carried out the work so promptly and effectively 
that we feel that you might open a Training School for some 
who are going into the same line as yourselves.” 


It speaks for itself and the obvious moral is: 
Place your street car advertising in experienced 
hands. 


CARLETON & Jc ISSAM 











Have just these claims: 

Twenty years of experience ! 

The confidence of their patrons. 

A thoroughly systematized circuit of cities in 
constant communication with the principal offices at 
Boston and New York. 

A business over three times as large as that of 
all others combined, and, up to date, not a single 
lawsuit or a complaint from R. R. Co’s or their pas- 
sengers. 

Over 7,000 full time cars, representing over 
10,000 actual cars. 

Rates for advertising based on a fair return for 


entire system. 





CARLETON & KISSAM, 
Times Building, New York. | 50 Bromfield Street, Boston. 
Also Offices in Principal Cities. 
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Unrivalled! 


In the history of American journalism is the upward 
march of the 








/» 


Philadelphia Item 


PS VSS WAS S VS 





Having long ago left the tens and hundreds of thousands 
track, it is now, in its forty-sixth year, and in the present year 
of grace, printing and delivering the stupendous daily average 


186,000 Copies! 


The necessity of handling such a vast circulation has put 
the managers of THE ITEM toa severe test, and all the modern 
methods and many innovations have been successively used to 
meet the requirements of a reading and thinking clientage, not 
only in Philadelphia but throughout the entire States of the 
Union, Canada and adjacent countries. 

The result has been that the number of copies of THE 
ITEM sold in 1892, over and above those of 1891, was: 


EVENING ITEM, 1891 - - - - 56,756,685 
6“ “« 4892 - - - 58,271,325 


Increase, 1892 - - - = 1,514,640 
An average increase in the daily issue 
of the EVENING ITEM of - 4,835 


The increase in the circulation of THe Sunpay Item is still 
more noticeable, being about 8,700. 

THE WEEKLY ITEM exhibit gives an increase of OVER HALF 
A MILLION copies, while THE SPpoRTING ITEM shows a circulation 
in 1892 of 1,470,260 copies! 

To meet this enormous, steady and increasing demand for 
the several issues of THE ITEM, adequate provision had to be 
made. An Annex tothe regular establishment had to be secured; 
stereotyping outfit had to be increased, and the world-renowned 
Hoe received an order for two more (making five in all) Mammoth 
Quadruple Presses, securing an hourly issue of 300,000 copies, 








S €. BECKWITH, Sole Agent for Foreign Advertising, 


48 Tribune Building, New York. | 509 The Rookery, Chicago. 
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You should Subscribe for 


}-PRINTERS’ INK,. 


“The Little Schoolmaster in Advertising,” 
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PRINTERS’ INK is issued weekly and aims 
to reflect the current thought and tendencies 
Y of the advertising world. It searches out the 4 
brightest and most experienced advertisers 
and advertising men, prints signed articles or 
; interviews from them. 


PRINTERS’ INK aims to give suggestions 
to large and small advertisers—not alone by 
y precept but by example as well. Advertise- 
ments that are notable are reproduced and 
commented upon. The experiences of various 

, advertisers are compared. 


PRINTERS’ INK is not a large paper. Its 7 
small size is its special feature. Readers do 
not have to search through a mass of chaff to 
find a kernel of wheat. Even the old adver- 4 
tiser has his wits sharpened by contact with 
the brightest minds in the business. 
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The subscription price of A 
PRINTERS’ INK is $2.00 
ayear. Allorders should 
be addressed to 


| PRINTERS’ INK, 
10 Spruce St... New York. 
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